SPRING AND SUMMER LEATHERS AND MATERIALS 


Recorder 


NATIONAL VOICE 


ue 
a 


IMMEDIATE SHIPMENT PROGRAM 


A new jet-fast service for retailers across the country on top 
Acrobat styles! Acrobat’s ISP guarantees complete shipment 
every time within 24 hours after receipt of your order. Stay in 
stock, stay in business on proven ACROBAT styles included in 
the Immediate Shipment Program. 


* FOR FALL-WINTER, 1959: Babe Moc, Barry, Bo Bo, Carol, Harris, Scout, 
Scuff Moc, Skeezix, Skip, Skipper, Stadium, Tiny, Trainer. 


Send all orders to 


FRIENDLY SHOE COMPANY * A GENESCO DIVISION 


111 7th Avenue, North * Nashville, Tennessee 





as featured by patinos 


RIB-FLEX 


SOLES by 
CATS PAW 


For samples, write: CAT'S PAW RUBBER CO.,INC., BALTIMORE 30, MD. IN CANADA: CAT'S PAW-HOLTITE RUBBER CO.,LTD., DRUMMONDVILLE QUE. 





TRADE MARK REG.U.S. PATENT OFF. 


FOR CHILDREN OF ALL AGES 


In Stock 60321 


Patent Leather 2-Way Combination In Stock 472 
Strap. Leather Sole. — , 4 
Boys’ Black Algonquin Plug Oxford. 
0321 “ 4to6B,C,D&E Rubber Heel, Leather Sole. 
Spring Heel 


0321 — 62 to 8 B,C, D&E 12142 to 3 A, B, C, D & E..55 Last 
Spring Heel a 32 to6 A,B,C, D& E....55 Last 
60321 — 82 to 12 A, B,C, D&E Me 642 to 10 A, B, C, D& E.. .55 Last 
Spring Heel Also in stock in Brown, No. 436 
60321 — 122 to3 A, B,C, D&E é 
Leather Heel 26 Last 


Can be worn as a regular 


owep by removing te 1 Summertime — Funtime is Kali-sten-iks time. 
straps and replacing them 


with rosettes which are fj me! ’ . . ’ 
preg gg Quality crafted Kali-sten-iks shoes 


om can be a capital asset in your store too. 


f se 
THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN 
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PARDO 
OUR 
BUSY 
SIGNAL 


3. 
THE NEW IN FASHION 2 
° ° ° ° WHEN IT 1S NEWS ‘ 
: See. eee a NATIONALLY 
ringing, the mails are bulging . . . orders, ‘ z pce 
é . /LVALUE SHOE atl ‘ 

wonderful orders, all the time. They’re IN ITS FIELD \ alias Oa , 

a : A : ; eo y COMPLETE 
coming in thick and fast... but we’re working ‘aN LINE 

. wil 9 HIGH RATE 

our ears off, as you can see, to make ’em TURNOVER 


It’s a happy thing to say the phones are 


and ship “em as quickly as possible. . 
LOW RATE 


Why are we so busy? Reasons enough —> MARK-DOWNS 


7, 


1 BIG BRAND 10. 
’ PRODUCT 
. 4 OF 40 YEARS’ 
: XPERIENCE 
BIG IN STOCK 9 on 


REPRESENTS ENTIRE LINE VOLUME PRICES 


SHOE $6.99-$11.99 
THE LINE FOR SMART OPERATORS 
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288 A Street, Boston, Massachusetts » Div.: Consolidated National Shoe Corp. 





49 Selling 


otac 
sv ul apy 


This is the eve of a great 
suede demand. Suede shoes 
will have an irresistible, 


new look. y 


a £ 


~ 


TAN-ART 
SUEDE KID 


starts with dense shrinking together of fibres in 
the base of the skin. The finish is a tightly- 
packed, luxurious nap... long-lasting... pro- 
longing the beauty of your shoes to fullest 


customer satisfaction. 


TAN-ART CO., INC. a division of 


G. LEVOR & CO., INC. 
GLOVERSVILLE, N. Y. 
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Watch the Magazines 
for the Biggest News in Shoes 
Since the Lace Replaced the Button 


FLORSHEIM 


A 


Original 


« CHICAGO 6 + MAKERS OF FINE SHOES FOR MEN AND WOMEN 
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Mr. NEOLITE says: 


Want your 
Use GOODYEAR 





MEN’S (DRESS SHOES)...1. NEOLITE 1/2 Heel with NEOLITE 
Insert 2. NEOLITE 7/16 Heel 3. WINGFOOT Rib 1/2 Heel 
4. WINGFOOT Custom 1/2 Heel 5. SPEEDWAY 1/2 Heel 


MEN’S (WORK SHOES)...6.WINGFOOT Whole Heel 7. GOOD- 
YEAR Cork Whole Bevel Heel 8. SPEEDWAY Whole Heel 


WOMEN’S, MISSES’ and CHILDREN’S... 9. WINGFOOT Rib 
Cuban Heel 10. WINGFOOT Rib Junior Heel 11. SPEEDWAY 
Cuban Heel and Junior Heel 12. NEOLITE 3/8 Junior Heel 
13. WINGFOOT 3/8 Junior Bevel Heel 14. SPEEDWAY 3/8 
and 4/8 Misses’ Heel 


NEQLITE HEELS - WINGFOOT 


Made only by 
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ine to be well heeled ? 
HEELS all along the line! 


Heels! Heels! Heels! Goodyear makes every type in every price 
class. There isn’t a shoe made in America that Goodyear 
can’t heel better and with true economy. 





Shown here are some leading types of Goodyear men’s, women’s 
and children’s heels. In this line-up there are just the right heels 
for your line . . . whether your brands are high-ticket, middle-ticket 
or low-ticket . . . or all three! You can be sure that whatever type 
of Goodyear heel you choose for a brand it will be top-quality, 

tops in styling and priced right. 


Are you lining up specifications for new production? 

It will pay you to get the full line of facts about Goodyear Heels. 
Call your Goodyear Representative. Or write to: Goodyear, 

Shoe Products Division, Akron 16, Ohio. 


Watch the award-winning GOODYEAR THEATER on TV every other Monday evening 


HEELS - SPEEDWAY HEELS 
GOODFYEAR 


NEOLITE, AN ELASTOMER-RESIN BLEND, WINGFOOT, SPEEDWAY, T.M.°S-—-THE GOODYEAR TIRE & RUBBER COMPANY, AKRON, OHIO 
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W hat’s in it for you? 





GOOD MARK-UP 











VOLUME SALES 


SEE VITALITY’S NEW ATTENTION-GETTING, VITALITY SHOES - priced to retail $1295 to $14.95 


SALES-MAKING NATIONAL ADS. .. appearing in VITALITY WANDERLUST SHOES from #995 
August GLAMOUR e August 15 VOGUE 
September HOLIDAY ¢ September LADIES' HOME JOURNAL 

October McCALL's October REDBOOK story lately? It’s a great story! 


Have you checked the VITALITY SHOE 


There is a VITALITY SHOE 
representative in your territory. He'll 
be glad to cali at your convenience. 
WRITE: Vitality Shoe Company, 
1509 Washington Avenue, 

St. Louis 66, Mo 


THE NEW 1 t al 1 ty 


SHOES “ 
VITALITY SHOE COMPANY, Division of International Shoe Company, St. Louis 66, Missouri 
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Beneficial 
Contagion 


—In practically every talk we have heard or read, 


recently, the word ENTHUSIASM has cropped up | 


over and over again as one of the strongest motivat- | 


ing influences. 


—There are many versions but the underlying aspect | 


is always the same. We quote a few... at random: 


—“Nothing great was ever accomplished without 


Enthusiasm,” wrote Ralph Waldo Emerson. 


—Joe Burger put it: “Enthusiasm is that certain | 


something that makes us great; takes us out of the 


commonplace. It’s the thing that builds power, | 


shines, glows, lights up our face.” 


—Seymour Helfant, in a talk before the managers of | 
National Shoe Stores, said: “Enthusiasm is con- | 


tagious. Create enthusiasm in yourselves and in your 


sales people and, in turn, you will create enthusiasm | 
. that will result in multiple | 


for your product . . 
sales.” 


—A. B. Cohen of the United States Shoe Corporation, | 


gave us this version of Enthusiasm (author un- 
known): “I am the greatest builder in the world. 
I am the foundation of every triumph. I am the 
dynamo of human action. No matter what your po- 
sition is, I can better it... My name is Enthusiasm. 


—“Sink me deep within your mind, then draw upon 
my power. Use it well and you will become ir- 
resistible and every obstacle will be overcome, mak- 
ing your progress safe and your success assured. 


—“Breed me in your thoughts. Graft me to your mind 
and I will show you a power so great that you will 
shout and laugh for very joy. You will see the way 
to the actual realization of your good ambitions. 
Every doubt and fear will be lost in the echo of 
your rejoicing certainty. 


—“‘Use me—ENTHUSIASM.” 


—Here’s a contagion worth going after. 


€. B. Tortus dh, 


Publisher 
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WESTERN UNION [ 


he terms on back hereof, which @ 


VAISEY-BRISTOL 


\UMPING-JACKS 


, y ‘Foreign Report 
from Paris 


TELEGRAM 


w P MARSHALL peesioent 


re hereby agreed (0 PARIS, FRANCE 
CABLEGRAM JULY 1, 1959 


SHOE COMPANY, INC. 


100 FIFTH STREET 
MONETT, MISSOURI a 
E 
PATENTED JUMPING JACKS rac be “or 
— WELL AHE 

RITAIN AND FRANC nib 
ri STOP SAXONE OF GREAT sae ge 
DOING EXTREMELY WELL ees Saal 

CH THE 

SENIOR LINES WHI bie 
ONLY FOUR YEARS AGO STOP ranger 
SOME FUN BEFORE LEAVING FOR 


BOB BRISTOL 





“5! WESTERN UNION fo 
5) 7 TELEGRAM | 


TO OUR ENGLISH JUMPING-JACKS FRIENDS 
WE SAY BY JOVE GOOD SHOW STOP TO OUR 
FRENCH JUMPING-JACKS FRIENDS WE SAY 
TRES MAGNIFIQUE STOP TO BOB WE SAY 

IF YOU'RE HAVING A GOOD TIME DON’T STOP 














VAISEY-BRISTOL SHOE CoO. 


Monett, Missouri 











: 


Che New Yo vk Cimes. | 
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Your child needs 


ALL-LEATHER SHOES 


to fit the activity! 


r play time—sturdy support... long last 
ing prot 


r school time—greater comfort 
appea . 


r party time—the “dress-up” look in a wide 
select 





Quality leather shoes are available 
at fine stores selling these famous brands: 
ACROBAT PARTY GOERS LITTLE YANKEE 
AMERICAN JUNIORS LUCKY STAR - OLD PALS 
AARMATAN SOLES MADISON SQUARE 
CHILD LIFE SHOES FOR BOYS 
DR. POSNER SHOES PIED PIPER 
FLEET-AIR PRO-TEK- TW 
GERWINETTES SIMPLEX FLEXIES 
JUMPING - JACKS VITAPOISE 
KALI-STEN-IKS WEE WALKERS 











For play and wear... for school and comfort... for party and fashion .., S CHILDREN'S BUREAU 


LEATHER INDUSTRIES OF AMERICA 


FEATURED IN SEPTEMBER PARENTS’ MAGAZINE 


This double-page spread will appear in the Sep- 


tember issue of Parents’ Magazine. It dramatizes 
A PRO MV OT] () N : to mothers the vital fact that their children need 


extra leather shoes for their extra activities. 


: And, it is timed to appear at the height of the 
10 A VV | LL | 0) N - back-to-school selling season! 

: Many famous shoe manufacturers have joined 

: this L.I.A. promotion — their brand names will 


: be listed in the ad. 
MOTH ERS - The attention-getting L.I.A. ad, coupled with 


prestige brand names... plus L.I.A. result-get- 
ting merchandising and publicity lend further 


- impact to a promotion designed to help you build 
: traffic, make extra sales. 
: Sales figures prove that most of your customers 
- are shopping for quality, not price. Don’t under- 
SELL EXTRA - sell your customer... 
- Sell Quality. Sell Leather Shoes! 
: Write today for your FREE merchandising kit. 
LF ATH ER SH 0) ES : It contains a wealth of materials for your own 
- point-of-sale follow-through! 
Send your request to: 


LEATHER INDUSTRIES OF AMERICA 
411 Fifth Avenue, New York 16, N. Y. 





The NyloVel tag is a wonderful aid to selling. 
Show it to your customer as you fit shoes. 
It telis this miracle fabric can take hard wear; 
is scuff-proof; soil-resistant; easily cleaned 
and washed. 


a e° e* my ee Oe atetetee a : .° A 


YLOVEL 


NYLOVEL has proved its selling appeal and its service satisfaction 
beyond any doubt. Manufacturers and retailers admit this fabulous 
material outsold their own generous estimates. 


MARTIN’S 100% Nylon Velvet is used in volume for flat-heeled, 
rubber-soled sports shoes for all age groups, and also in the glam- 
our, high-heel lines for America’s smartest women. NyloVel will 
open your eyes as soon as you promote it. 


Here is the biggest discovery in shoe upper stock for fixed 
price lines. Keep your eyes open — make sure you get 


MARTIN’S 100% Nylon Velvet—NYLOVEL! 


artin 


FABRICS CORPORATION 
48 West 38th Street New York 18, N. Y. 
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it’s the touch of white \W magic in this Kh. SCG best-seller 


Kangaroo leaps into fashion! This exciting new 
tannage (lustre or plain) in 14 favored high-fashion 
colors, offers the same supple strength for which Kangaroo 


is famous. Don’t delay discovery of its KANGAROO TANNERS 


profitable advantages... sample it today. 


July 15, 1959 
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Official Boy Scout Shoes « Official Girl Scout Shoes 


Life Stride « Miss America * Naturalizer * Pedwin * Propr-Bilt * Risque « Robin Hood * Robinette * Roblee * Smartaire 





x 
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minded in the competitive era 


ll want Brown Shoe Company Brands. 








’ 


g the fact that consumers are increasingly 


value-minded —retailers have just completed a rec- 


ord season on Brown Shoe Company Brands. 
-year history of the company. 


SHOT 

















More pairs of Brown Shoe Company Brand shoes 
were sold at retail this season than in any season 


in the 81 
If you believe that your customers are going to be 


Reflectin 
increasingly value- 
ahead, they 


y 
Glamour Debs by the makers of Buster Brown « 


your feet 
BROWN 


Quatity at 


IN HISTORY ON BROWN BRANDED LINES 


. Makers of: Air Step « Buster Brown «+ 


ys . 
| hn ae +; 
NL eet S Ay. > tele y 


RQ 








SHOE COMPANY 


St. Lowis.. 


on Og, 
a Ra in “4 [ae 


THANK YOU, MR. RETAILER, FOR THE GREATEST SPRING 


SEASON 
a 





We take great pleasure 
in announcing thal 
Paul E. Clark 


formerly president of the Worcester Boot 


and Shoe Company, Worcester, Mass., is now as- 
sociated with Acme. Mr. Clark has an outstand- 
ing national reputation in the styling and 
manufacture of Out-of-Doors boots, Welling- 
tons, and other ‘“‘service’’ type of boots. He is 


in charge of styling these same types of boots for us. 


ACME BOOT COMPANY, Inc. 


CLARKSVILLE, TENNESSEE 
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THE QUALITY LEATHER 


gentle dress brown... 
fashion’s choice for Spring.’60... 


by itself or in combination 


LEATHER CoO. GIRARD, OHIO 
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suede viking 


cruise 


This three-pattern group just 
Z hints at the vast spread of 
styles and types in the Viner 
fall line... a selection so 
versatile and so basic you're 
> bound to profit, whatever you 
> order! Fast In-Stock service on 
all styles keeps turnover high 
... popular prices guarantee 
the volume you want. 


) IN-STOCK VINER BROS., INC. 
ce Bangor, Maine 
~~ Retail $6.95-$9.95 Shoe Craftsmen Since 1905 


a Write today for latest Young and gay in every Way 
_ 7 IN-STOCK CATALOG 

















| 7 “¢ HEELS AND SOLES 





Presenting... 


a new luxury leather 


+ Lined and Unlined 
weights for women’s 
leisure and casual 

| footwear.. 


flecked with stardust 


New in the Rueping line of fine leathers is Twinkle 
...a full grain luxury leather flecked with stardust. 
Soft and buttery, Twinkle introduces a complete range 
of whitened pastels: Silver Grey, Bone, Miami Sand, 
Yellow Tulip, Mayflower, Temptation, Coral, Starlight, 
Thrush, Olive Green, Wild Honey, and Vegas Tan...plus 


white and black. It's Twinkle...new, gay, exciting! 


Wenig 


FINE LEATHER FOR FINE SHOES 
FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A, 
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Rossi to Talk on USSR LIA Hosts U. S. and Canadian Press: 
Moscow Exhibit Duplicated for Editors 


At NSMA Breakfast 


NEW YORK—William A. Rossi, 
field editor of BOOT AND SHOE RE- 
CORDER, will speak at the National 
Shoe Manufacturers Association’s 
Early-Bird Breakfast Meeting just 
after his return from a trip to Rus- 
sia. 

Mr. Rossi will discuss “The Shoe 
Industry in Russia.” 

The breakfast will be held Tues- 
day, August 4, from 7:45 to 9:30 
a.m., in the Waldorf-Astoria’s Sert 
Room, during the week of the 
Leather and Allied Shoe Products 
Shows. 

Mr. Rossi plans to spend about 
three weeks in the Soviet Union, 
making a study of footwear and shoe 
business operations in that country. 
When he returns to the U. S., he will 
report his observations in a series of 
articles in the RECORDER. 

Field Editor Rossi is one of four 
speakers announced by NSMA for 
the breakfast session. The others 
will comprise a panel reviewing in- 
dustry problems of supply and de- 
mand. 

Iver M. Olson, NSMA director of 
marketing and statistics, will discuss 
“Shoe Production and Sales — the 
Demand Side.” He will present the 
results of a special survey he has 
conducted on shoe production and 
sales as well as shoe inventories for 
the rest of 1959 and spring 1960. 

“Prospects for Cattle Slaughter 
and Hide Supplies—the Supply 
Side” will be the topic of Earl E. 
Miller, an analytical statistician for 
the Agricultural Marketing Service, 
U.S. Department of Agriculture. He 
will outline both short-term and 
long-term prospects for cattle and 
calf slaughter. 

Julius G. Schnitzer, director of 
the Leather, Shoes and Allied Prod- 
ucts Division of the Commerce De- 
partment, will consider “Foreign 
Hide and Leather Demand — the 
Hide Export Picture.” He will sum- 
marize the hide and leather situation 
in principal leather-consuming coun- 
tries and draw conclusions as to the 
export demand for U. S. hides dur- 
ing the rest of this year and spring 
1960. 
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NEW YORK—The mates of some 
600 shoes slated for exhibit in Mos- 
cow are being shown to fashion edi- 
tors of U. S. and Canadian news- 
papers this week in New York. 

Leather Industries of America, 
which coordinated the shoe and 
leather exhibit for the American Na- 
tional Exhibition in Russia, is dis- 
playing the mates at its Fifth Ave- 
nue headquarters. To promote the 
event, LIA. sent official - looking 
“passports” to 300 editors who are 
now attending the fall and winter 
fashion showings here (July 13-17). 
The “passports” guaranteed the edi- 
tors “free and unobstructed pas- 
sage” inside LIA’s “Mission to Mos- 
cow” exhibit. 

Highlight of the week-long show- 
ing in New York was a shoe fashion 
show with styles and hues for every 





ISCO Ist-Half Sales, Net Up; 
Further Price Hike ‘Imminent’ 


ST. LOUIS — International Shoe 
Company’s sales for the six months 
ended May 31 were ahead approxi- 
mately 14% per cent and earnings 
were up 12 per cent, according to 
the firm’s mid-year report. Presi- 
dent Henry H. Rand said sales in 
this period were the highest first- 
half sales on record except for the 
$136 million reached in 1956. 

Net sales for the first half of 
1959, the financial statement shows, 
came to $134,015,282 as compared 
to $117,069,632 last year. Net in- 
come, adjusted for minority inter- 
ests, amounted to $3,881,210 as 
against $3,374,621 for the first half 
of the 1958 fiscal. 

Net income per share was listed 
as $1.16, compared to $1.01 for last 
year’s first six months. 

“It appears that another advance 
in shoe prices is imminent,’ Mr. 
Rand stated. “Shoe prices put into 
effect at the opening of the fall sell- 
ing season in April were in line with 
the raw material markets at that 
time. However, the hide and leather 
markets have continued to advance 
until they are again significantly 
above our present shoe prices.” 


oceasion and every member of the 
family, all in the “new American 
leathers.” 

A huge blow-up of the LIA dis- 
play in Moscow, dominating the en- 
trance to the lounge where the fash- 
ion show was held, gave viewing edi- 
tors a graphic idea of how “The 
Shoes in Which America Walks’ will 
appear to Russian visitors at the 
State Department-sponsored exhibi- 
tion. 

Editors have been provided with 
an LIA press kit including photos. 

On their tour of the LIA show- 
rooms, the visiting fashion editors 
are seeing the autumn harvest of 
colors in smooth, grained, brushed 
and patent leather shoes. 

The tailored shoe and boot silhou- 
ette, which LIA said will garner the 
largest headlines in fashion news 
next fall, is on view. Also shown is 
the oval toe, described by Leather 
Industries as the “extra” afternoon 
shoe which will find a place in many 
women’s shoe wardrobes this year. 

Lavish luster leather evening 
shoes in precious jewel colors and 
suedes set off with jewels highlight 
a collection of shoes for special oc- 
casions. Also in the spotlight is an 
array of “at-home” shoes in leather 
colors that dress up slacks and 
skirts. 

There is a varied selection of 
shoes for teenagers and college girls, 
including the ankle-high re- 
styled, longer saddle oxfords on 
leather soles, and multi-tie flats. The 
chukka for and the cuffed 
leather boot for girls will lead off 
the back - to - school fashion parade, 
LIA says. 

The newest men’s shoe, the Ameri- 
can Continental, is seen for the first 
time in its full range of business, 
dress and casual shoes. 


boot, 


boys 


Women’s Style Meeting Set 
NEW YORK—The National Shoe 


Retailers Association will hold its 
Women’s Shoe Style Conference for 
spring-summer 1960 at the Plaza 
Hotel’s Grand Ballroom, in New 
York, August 5, at 2:30 p.m. 
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Panelists Named for Merchandising Clinic 


NEW YORK — Herbert Schiff, 
vice-president of Shoe Corporation 
of America, and C. Charles Marran, 
president of the Spencer Shoe Cor- 
poration, will be featured speakers 


C. CHAS. MARRAN HERBERT SCHIFF 


at the National Shoe Manufacturers 
Association’s Merchandising Clinic. 

The sixth annual event will be 
held August 6-7 at the Statler-Hil- 
ton Hotel here. 

The two manufacturers will ad- 
dress 250 sales, merchandising and 
advertising managers as part of a 
panel discussion entitled “This Is 
Your Life, Mr. Shoe Manufacturer.” 
Others will appear on the panel. 

Mr. Schiff will discuss the role of 


the chain in helping the manufac- 
turer operate. According to NSMA, 
he will air his views on the nature 
of “budget” and “open-to-buy” and 
the times when factory requirements 
override these rules. He will also an- 
alyze the part a manufacturer can 
play in a multi-plant and multi-retail 
operation despite the similarity of 
manufacturing facilities. 

In addition, Mr. Schiff will discuss 
the role of the branded line in the 
chain operation. 

Mr. Marran will talk on the evo- 
lution of the discount and chain 
store shoe operation. He will consider 
what a discount operation does for 
the chain; what it has to offer the 
consumer; what this type of opera- 
tion can do for the manufacturer; 
what the producer can do for the 
discount operator; and the future 
of this relationship. 

Benjamin and Edward Seligman 
of the New York law firm of Selig- 
man & Seligman, counsel to NSMA, 
will speak August 6. They will bring 
the group up to date on legal devel- 
opments affecting merchandising de- 
cisions. 





Phila. Wholesalers Divided 


PHILADELPHIA — Wholesalers 
here were of two opinions on the suc- 
cess of their Fall Style Opening held 
June 28 through June 30 at the 
Fourth Street wholesale shoe dis- 
trict. 

The majority were satisfied with 
the traffic of retailers and buyers 
who had been summoned to the mar- 
keting event by a total of 30,000 in- 
vitations. A minority, however, felt 
the time, expense and effort did not 
attract sufficient response. 

The larger firms generally were 
satisfied by the turnout, while 
smaller firms didn’t do as well as 
they had expected, Joseph Grunfeld, 
Hill Shoe Company, chairman of the 
shoe mart, said. The Fourth Street 
shoe district between Market and 
Cherry Streets, was promoted as, 
“The Nation’s Wholesale Shoe Super- 
market, Everything You Need 
Within Walking Distance.” 

The shoe mart was planned as the 
first of a new series of annual shows. 
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on Success of Fall Showing 


Mr. Grunfeld said that the event 
will be expanded next year. One 
change under consideration is a two- 
week-earlier date. 

“By holding the Fall Shoe Mart 
two weeks earlier we would do more 
late summer business, and fall busi- 
ness would remain unaffected,” Mr. 
Grunfeld pointed out. 

Shoe styles that did well at the 
show, he said, were teenage girls’ 
flats and all types of children’s shoes. 
Children’s shoes moved well because 
of threatened price increases, Mr. 
Grunfeld observed. He added that, 
“surprisingly,” bedroom slippers 
were sold in exceptional volume. 

A pall was cast over the show by 
the death of Edward Meyers, inside 
salesman of the Freedman Shoe 
Company for 35 years. Rites were 
held the Sunday morning of the 
show, and were attended by many 
wholesalers from the Fourth Street 
district. Freedman Shoe Company 
remained closed throughout the day. 





G. B. Allbritton, NSMA 
Official, Killed in Crash 


NEW YORK — G. B. (Jim) All- 
britton executive secretary of the 
National Shoe Manufacturers Asso- 
ciation, died in the crash of a Trans 
World Airlines plane near Milan, 
Italy, June 26. He was 38. 

Mr. Allbritton was homeward 
bound after a European vacation 
when the airliner broke up in a 
thunderstorm, killing all 69 persons 
aboard. The plane had just left Milan 


G. B. (JIM) ALLBRITTON 


on its way to Paris, before continu- 
ing on to the U. S. 

Mr. Allbritton was one of 34 
Americans to die in the crash. 

A bachelor, he is survived by his 
parents, G. B. Allbritton of Jasper, 
Tex., and Mrs. Emma Hughes of 
New Orleans, La. 

Jim Allbritton was a graduate of 
Tulane University. He also studied 
business administration at Port Ar- 
thur College, Port Arthur, Tex. He 
served in the Navy in World War II 
and was administrative partner in 
the law firm of Sawyer and Marion, 
in New York. 

Mr. Allbritton joined NSMA in 
1951 and became its secretary five 
years later. He served as the associ- 
ation’s office manager and, for a 
number of years, he was secretary 
of the National Shoe Institute. (At 
that time it was composed of NSMA 
and the National Shoe Retailers As- 
sociation. ) 

He also held administrative re- 
sponsibilities for NSMA functions 
such as the National Shoe Fair and 
the Factory Management Confer- 
ences. 

It was in this last capacity that 
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Mr. Allbritton became a well known 
and well respected figure in the in- 
dustry. Among the shoemen with 
whom he came in contact, he won 
a reputation for warmth, under- 
standing, friendliness and coopera- 
tion, often under the trying circum- 
stances of busy convention routine. 

Merrill A. Watson, executive vice- 
president of NSMA, said of Mr. All- 
britton: “He will be missed by many 
in the industry and particularly by 
his close associates in NSMA who 
feel that they have suffered a great 
loss.” 

Memorial services were held July 
6 at the Frank E. Campbell “Funeral 
Church,” in New York City. 


Seven Leather Importers 
To Exhibit at Allied Show 


NEW YORK — Seven member 
firms of the Leather Importers 
Council of America will be exhibi- 
tors at the Allied Shoe Products 
Show, August 1 to 4 at the New 
York Trade Show Building. 

They are: Chilewich Sons & Com- 
pany; Donovan Industries, Inc.; 
Paul K. Frankford, Inc.; R. & A. 
Kohnstamm, Inc.; Relda Trading 
Company, Inc.; Rudolf Reider, Inc., 
and Sigma Leather, Inc. 

James F. Donovan, president of 
the Importers Council and presi- 
dent also of Donovan Industries, 
observed, “During the past few 
years imported leather has grown 
steadily in importance to the Amer- 
ican shoe manufacturing industry.” 

A recent decision by the Tariff 
Commission, an Allied Show spokes- 
man noted, indicates that the cus- 
toms duties on imported calf leath- 
ers will remain at current levels. 
This insures an ample flow of sup- 
ply of these leathers from Euro- 
pean tanners to the U. S. shoe man- 
ufacturing industry, the spokesman 
said. 


Sales of Godman Brand Jump 

COLUMBUS, 0.—Officials of H. C. 
Godman Company say they are ex- 
panding production at their Logan, 
O., plant as a result of a 33 per cent 
increase over last year in orders for 
the fall line of Tarsal Tred women’s 
shoes. President J. O. Moore said, 
“We are especially gratified by the 
response to the medium-heel shoes 
introduced under the Tarsal Tred 
brand.” 
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On Eve of Leather Show: 


Problems Challenge Wisconsin Tanners 


MILWAUKEE — Wisconsin tan- 
ners approach the Leather Show with 
a good selection of new colors and 
leathers. They also approach it with 
a multiplicity of problems. 

A survey of leaders in the field by 
a RECORDER correspondent reveals 
that they are generally agreed this 
show comes at one of the most diffi- 
cult periods on record. 

This outlook is responsible for 
some very definite trends that seem 
to prevail throughout the industry 
in this area. The problems have been 
a challenge. Greatest of them is to 
meet the rising price menace as ef- 
ficiently as possible. 

Calf tanners have been the hardest 
hit in this period. Therefore, be- 
cause of extreme costs, most of them 
are somewhat on the conservative 
side. Few are willing to be experi- 
mental-minded, particularly when it 
comes to unusual colors. Most prefer 
to stick to the classic and basic col- 
ors. 


Talk of Other Grades 


Some calf tanners are talking 
about getting into other grades. 
There is growing concern that spe- 
cialization is over, for a time at least 





Exhibitors Listed for Aug. 1-5 
Showing of Shoe Fabrics 


NEW YORK—Exhibitors at the 
National Shoe Fabric Association 
showing of spring and summer fab- 
rics for 1960, at the Hotel Lexing- 
ton from August 1 to 5, have been 
announced by the show committee. 
They include: 

Bay State Fabrics, Boston; A. S. 
Burg Co., Boston; Continental Tex- 
tile Corp., Boston; Flex Tex Com- 
bining Co., Chelsea, Mass.; Gilbert 
Freeman, Inc., Boston; Gitterman & 
Co., New York; G. Hirsch Sons, Inc., 
New York. 

Also International Fabric Corp., 
Boston; Majestic Fabrics, Inc., Bos- 
ton; Oriental Textiles, New York; 
Charles I. Rockmore, Brooklyn; 
Shain & Co., Inc., Boston; Alfred 
Vamos, Inc., New York, and Win- 
dram Manufacturing Co., Boston. 


and perhaps permanently. 

The problems have been slower in 
reaching tanners of other grades of 
leather. But they too are beginning 
to feel the pinch and pressure. How- 
ever, the current period has forced 
them to be far more experimental 
and speculative than they might have 
been. There has been a particular 
challenge to seek out new methods of 
processing to improve the appear- 
ance of poorer grades. 


Boon to Side Tanners 


This situation has proved a ter- 
rific boon to tanners of side leather. 
Many have been able to work out 
methods of printing to cover up the 
bad spots. Included are metallic ef- 
fects as well as leopard and zebra 
jungle patterns. Many are also spec- 
ulating on pastels. White effects are 
rated as having excellent possibilities 
with the increase of wash-and-wear 
promotions. 

However, more important than 
color is the experimentation being 
done with texture and feeling in the 
lower grades. Tanners are working, 
and with some good success, to 
achieve crushed effects. Specially 
treated side leathers are being used 
three ways—the flesh side, the grain 
side and in combinations. There are 
also a number of crushed grain 
prints. 

The very light, whitened pastels 
are reported to have received good 
sampling in early showings. Most of 
them are very pale light effects to re- 
place bone. These include white and 
versions of white, gray, soft greens 
and blues, and very feminine laven- 
ders and lilacs. 

Basic black and whites continue 
leaders, with good interest in scarlet 
red. Green remains up in the air. 
There’s a belief it may pick up, al- 
though it has not been too active for 
fall thus far. 

In the men’s field, the predomi- 
nance of black appears to be slacken- 
ing. Most men’s factories are talk- 
ing, and hence sampling, browns 
strongly again. In the Wisconsin 
area emphasis is on the light spicy 
colors. Elsewhere, there is still 
strength in the dark versions. 
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Brown-Kinney Case in Judge’s Hands: 


U.S. Hits ‘Merger Trend’ in Shoe Industry 


By VIRGINIA MARSHALL 

ST. LOUIS — Merger of Brown 
Shoe Company and G. R. Kinney 
Company, Inc., produces results 
which “must violate Section 7 of 
the Clayton Act,” according to the 
Government’s plaintiff’s reply brief 
filed in St. Louis late in June. This 
brief is another phase in the 
lengthy anti-trust litigation. 

The case is now in the hands of 
Judge Randolph H. Weber. 

In the brief, the U. S. contends 
that issues as to relevant markets 
“must be decided for the Govern- 
ment.” It says also that issues as 
to probable effects of the merger 
must be decided for the Govern- 
ment, since “the merger will elimi- 
nate Kinney as a substantial com- 
petitive factor in numerous sec- 
tions of the country.” 

“The merger trend in the shoe 
industry threatens the future inde- 
pendent existence of smaller manu- 
facturers and retailers,” the Gov- 
ernment states. A cumulative se- 
ries of mergers if unabated means 
“mounting competitive obstacles.” 

Brown Shoe Company, the brief 


argues, eliminates any references 


to the “subsequent growth of the 
acquired retail outlets after their 
acquisition.” The Government 
points out that expansion includes 
taking of desirable locations not 
available to smaller independent 
competitors. The brief further 
states that Brown fails to stress 
“the tremendous advance in the 
growth of large chains at the ex- 
pense of the remaining shoe out- 
lets.” 

The U. S. claims that Brown im- 
plies “the Government sanctioned 
General Shoe Company’s acquisi- 
tions, when it entered into a con- 
sent decree with that firm in 1956. 
The court decree was anything but 
an approval of General’s mergers.” 

“The defendants (Brown) cannot 
deny,” the Government contends, 
“that Brown has already become 
Kinney’s largest supplier and will 
become an increasingly more im- 
portant supplier to the detriment 
of Brown’s competitors.” 

Competition between Wohl and 
Kinney was outlined in the Govern- 
ment’s reply brief as being substan- 
tial, since retailers “testified that 
Kinney shoes were stylish.” 





May Output Up 19% as Fast Production Pace Continues 


WASHINGTON, D. C.—Shoe pro- 
duction continues at record-breaking 
levels. Output during May totaled 
52.1 million pairs, according to esti- 
mates of both the U. S. Census Bu- 
reau and the National Shoe Manu- 
facturers Association. 

Although this is 7 per cent below 
the 56-million-pair production for 
April, it is a hefty 19 per cent above 
the 43.8-million-pair total for May 
1958. 

In a preliminary prediction, 
NSMA estimated June output at 52 
million pairs, or 15 per cent more 
than in June of last year. Then, pro- 
duction reached 45.2 million pairs. 

On the basis of these estimates, 
NSMA said production for the first 
six months of 1959 will total 325.3 
million pairs, an increase of 12.4 
per cent from 1958. The correspond- 
ing figure during both 1956 and 
1957 was 307 million pairs. 
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The Census Bureau gave this 
breakdown of May 1959 output: 

Men’s dress and play shoes: 7.4 
million pairs, or about 8 per cent 
below the 8 million pairs produced 
in April 1959. But the figure is 26 
per cent higher than the 5.9 million 
pairs in May 1958. 

Women’s dress and work shoes: 
14.8 million pairs, a decrease of 8 
per cent from the 16 million pairs 
for April 1959, but 32 per cent above 
the 11.2 million pairs produced in 
May 1958. 

All other footwear: down 6 per 
cent from the April total but 12 
per cent higher than in May 1958. 

(Earlier, the Census Bureau cor- 
rected its figures for April 1959 pro- 
duction. Men’s dress and play shoe 
output totaled 7.9 million pairs for 
the month, not 29 million pairs as 
the Bureau had reported.) 


No Price Boosts, Say 62% 
Of Allied Show Exhibitors 

NEW YORK—Sixty-two per cent 
of the exhibitors at the Allied Shoe 
Products Show will arrive with 
prices no higher than those in ef- 
fect six months ago. 

Officials of the show said this 
was the finding of a survey of the 
200 leading shoe supply firms. The 
other 38 per cent of these suppliers 
will come to the show with higher 
prices. In these cases, the increases 
will range from 3 to 10 per cent, 
depending on the type of products. 

Jerome Schlakman, general 
chairman of the Allied Show, said, 
“The allied shoe trades are present- 
ing a remarkable hold-the-price- 
line front. We feel that the price 
status of shoe products and sup- 
plies, as revealed in the survey, will 
serve as a healthy and encouraging 
contribution toward price stabili- 
zation after a chaotic period of 
sharp price fluctuations within the 
shoe industry.” 





Colonial Is 1st Upper Leather 
Tanner to Enter Allied Show 

NEW YORK — Domestic upper 
leather tanners will be represented 
at the Allied Shoe Products Show 
for the first time at the August 1-4 
event. Colonial Tanning Company, 
Inc., of Boston is the pioneer exhibi- 
tor in this category. 

Kivie Kaplan, treasurer and gen- 
eral manager of Colonial, commen- 
ted, “The expanding activities of 
our company have required us to ex- 
tend our sales and fashion coverage 
throughout the shoe industry. The 
wide variety and large numbers of 
shoe industry executives who regu- 
larly attend the Allied Show will 
make this show a marketplace of pri- 
mary importance in our company’s 
view.” 

Mr. Kaplan said his company will 
bring a staff of 30 persons to the 
Allied Show, including company 
principals and executives, fashion 
advisors and sales personnel. 

Colonial will also exhibit at the 
Leather Show. 

Two other domestic upper leather 
tanners have followed Colonial’s lead 
in signing to exhibit at the Allied 
Show. They are General Split Cor- 
poration and Hermann Loewen- 
stein, Inc. The list may grow. 
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Distinctive 
Styling... 
Distinguished 
Leather 


... combined by French Shriner 
craftsmen to give you one of America’s 
most wanted lines of men’s shoes. 


Nationally advertised in ESQUIRE, 
HOLIDAY and GENTLEMEN’S QUARTERLY 


French Shriner, 443 Albany Street, 
BOSTON, MASSACHUSETTS 











LET'S 
60 WITH 


the lighter—more buoyant sole 


THE ONLY NATIONALLY ADVERTISED 


Cmevioat Softer Sgt 











Nationally 
Advertised in 
September 





TRAVEL 


Issues of 
on the lighter - 


LIFE 


Erquirx £ | buoyant 


CELLULAR SOLE 


® 


Around the corner or around the world... get more mileage, more 

style, more comfort... on Cush-N-Crepe®, America’s original cellular 

sole*. It’s the finishing touch to the finest shoes made. Let this 
re) 


Solemark of Quality be your guide. “ree. U.S. pat. of 





“jn your cnait 


That’s your 

Compo sales and 

service representative. 

He works for us — but 
he’s at your service, 
maintaining the 

peak production efficiency 
Compo equipment 


assures. 





ALLIED SHOE PRODUCTS EXHIBIT 
New York Trade Show Building 
Booths 32 and 33 











OMP 


TRADE MARK 


your most complete source of service & supply 
Machinery - Adhesives - Supplies 








PLUSH 
PIGMILLION 
PIGSKIN 

BY THE 

HAUS OF KRAU 


Ln Py 
Wii 





NEW 
Water) (Oh. 
IN LEATHER 


Milady of fashion’s new passion in footwear—lush color wedded 
to the luxury of plush Pigmilliow Pigskin. Alive with rich color 
and texture, so soft and supple it’s a sure hit in new fashions 
created by top footwear stylists. Beyond beauty — this sales- 


appealing plus! All 16 glamorous colors are washable and 
cleanable! For details, write: 


HAUS OF KRAUSE + ROCKFORD, MICHIGAN 





SOONER OR LATER YOU'LL DISCOVER UTET OE 


i a a 
‘ ees: \ .  CUDDLER ... li 
fe ae and airy styling for lit- 
‘ \ : _ tle learners; in soft 
eZ LOUISE .. . double- 
( x strap dress-up shoe for 
' ha little lady gad-abouts; 
, iS in sassy red. 
“Seeae wee 
iy * PLAYN-TOE ... young 
* ; “A fellows’ favorite smart- 
4 a / ¢ ly styled in popular 
. a ae burgundy grain. 


THE BIG HOUSE FOR LITTLE SHOES EVER SINCE 1900 


Edwards means ‘back-to-school’ business 
lia r Gs Edwards means demand from little scholars 
THE SHOE FoR CHILDREN Edwards means Fit, Quality plus Fashion 


PHILADELPHIA 7 PA. Edwards means Business! For you! 
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@® Should a company without factories, warehouses or offices 
in a state be taxed on earnings by that state? 


® There is no longer a quota on imports of shoes 
and other goods into Britain. Quota certifi- 
eates for exporters not now needed. 








® Administration officials have attacked “fair 
trade” laws. Progress of bills in Congress 
slowed but not stopped. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





A company that maintains no inventories, no offices, and no warehouses 
within a state shouldn’t have its earnings in those states taxed. 

This is the recommendation of the Senate Small Business Committee, 
which has been looking into ways to upset the so-called Stockham Valve case. 
In that case, the Supreme Court held that a manufacturer who writes up orders 
in a state is subject to a state tax on its earnings even though it maintains no 
factories, no warehouses, and no offices in the state. 

Meanwhile, the Senate committee says, we need a special White House 
commission to study the problem in detail and to work out a nationwide code 
for taxation by the states. The committee makes it clear that such a com- 
mission would not question the right of states to tax—only to work out uni- 
formity of taxing standards. 

Many small manufacturers and jobbers have complained to the Congress 
that the Supreme Court decisions could result in their being taxed on more 
than 100 per cent of their income by certain states. 


Britain has cancelled its quota arrangement (the so-called token import 
plan) applying to imports of shoes and other goods. Since June 8, firms 
wishing to export shoes to Britain need not apply to Britain for a quota certifi- 
cate before effecting shipment. 

It’s part of an overall plan in Britain to encourage imports from dollar 
areas. 


Top Administration officials have struck heavily at plans before the Con- 
gress for bringing back “fair trade” (fixed retail price) laws. The attack has 
temporarily slowed Senate and House progress of “fair trade” bills, but has 
by no means defeated the pending legislation. 

Both Vice President Nixon and the acting Assistant Attorney General in 
charge of antimonopoly matters (Robert A. Bicks) denounced the price-fixing 
proposals, 

Mr. Nixon declared that “fair trade” laws were “inconsistent in a free 
enterprise economy.” 

“At a time when we are already concerned with high prices, the passage 
of fair-trade legislation would contribute nothing to reasonable price stability 
or future economic growth,” Mr. Nixon said. 

Mr. Bicks, speaking for the Department of Justice, said fair trade would 
mean “tremendously higher prices to consumers.” 

“Fair trade. is akin to a federal subsidy,” Mr. Bicks stated recently. “The 
amount of the subsidy would be fixed by private manufacturers or processors. 
And the subsidy would be paid, almost like a sales tax, by the American 
consumer, © 

Mr. Bicks contends that it’s incorrect to believe fair-trade laws would 
protect independent merchants against sharp competition from discount houses 
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@ Shoe labeling due to come up again this month 
when Rep. Porter takes the floor in the House 
to talk up his measure. 


Report from @® The FTC is continuing its investigation of al- 


WASEINGTON =~ 


and chain stores. 





“It is precisely fair trade’s ban on price competition that enables dis- 
count houses and mass retailers to prosper,” he states. 

Chains and other big operators could put out their own brands and thereby 
undercut nationally-advertised brands, he pointed out. 


Shoe labeling is due to pop up again soon. Rep. Charles O. Porter 
(Oregon Democrat), who’s been demanding a national labeling law, takes the 
floor of the House this month to holler up the cause again. He'll pull no 
punches, he declares. 

Shoe labeling clearly won’t get anywhere this year. Mr. Porter knows 
this. He is fully aware that he stands practically no chance of getting his 
footwear labeling bill (H.R. 1320) written into law this year. 

He’s building for the future. 

Congress will soon adjourn, sweeping all unfinished business (including 
the Porter shoe labeling bill) under the rug until January. 

Mr. Porter is spading his ground for next year. When the second session 
of this Congress meets in January, he intends to lose little time in pressing for 
public hearings and House debate on his bill. He is more than a little irked 
at the cool reception given his labeling plan this year by the House leaders. 
Despite his urgent request for public hearings on his bill, Chairman Oren 
Harris (Arkansas Democrat) of the House Commerce Committee was unable 
to work Mr. Porter’s shoe labeling bill into the schedule of public hearings 
held by the House Commerce Committee. 


Working closely with Wilbur Gardner, the Medford (Oregon) cobbler 
who believes fervently in shoe labeling, Mr. Porter intends to spend the next 


six months trying to line up support among parents and consumer organiza- 
tions. If he can stir up enough demand for a label law between now and 
January, he'll be in a much stronger position in 1960 to press for early public 
hearings and enactment of his bill. 

Under the terms of the Porter bill, all footwear must be labeled as to its 
components. The bill is opposed by the National Shoe Manufacturers Asso- 
ciation, the Tanners Council of America, and by the National Association of 
Manufacturers. Reason: Labeling will add to the cost of shoes (higher factory 
costs plus the enormous cost of federal inspecting and policing, which must 
be borne by all taxpayers). Also: Just how will the consumer be better ofl 
after he has read a label telling him what a shoe is made of? The uncommon 
names of the complex materials in modern shoes mean very little except 
to shoe manufacturers. Shoemen have consistently maintained that price is the 
best standard of judging shoe quality, and it is used universally by all con- 
sumers. 

Mr. Porter is an earnest hard-working young legislator who'd like to 
move up from the House to the U. S. Senate next year. Shoe labeling could 
he a device to help him become better known throughout the state of Oregon 
and thus boost him in his political career. Nevertheless, he’s dead serious in 
his drive for a label law. If you haven’t yet read his bill, drop a line to the 
House Document Room, U. S. House of Representatives, Washington 25, D. C., 
and ask for a copy (free) of H.R. 1320. 

(CONTINUED ON PAGE 62) 
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Your profit depends not only upon the APPEARANCE, but on the DEPEND- 
ABILITY of your footwear products. 
FEDERAN vinyl plastic fabrics give your products the look of luxurious 
elegance and the guarantee of the finest possible quality covering fabrics 
NOT because Federal Industries alone say so, but because INDE- 
PENDENT LABORATORIES are employed to test, CONSTANTLY, the QUALITY 
and DURABILITY of FEDERAN .. . The UNITED STATES TESTING COMPANY 
and PARENTS’ MAGAZINE, have awarded to FEDERAN, their coveted seals 
of Certification and Commendation. 
FEDERAN also provides you with attractive merchandising aids, such as 
hang tags, silk streamers, counter cards, mailing pieces, consumer and 
buyer advertising support . . . All featuring the potent QUALITY CERTI- 
FICATION and COMMENDATION SEALS. 
Be sure that you get the full story on the only vinyl fabric proven BEST 
BY TEST .. . FEDERAN. 


See us in Room 447, N. Y. Trade Show Blidg., during the Leather & Allied Products Show 
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character 
reference: 


Shell Cordovan 


Like a taste in tweeds or a 

turn of phrase, the gleam 

of burnished cordovan is a kind of 
cachet, a shared sign of recognition. 
If you know the’ secret of 
understated elegance, if you value 
polished ease, these are shoes made 
to your measure. Treated with the 
deference such leather deserves, 
they are thoroughbred in every line. 
With the matchless comfort of 
Synchro-Flex, once you wear 

(and wear and wear) them 

nothing less will do. 

Style 6220, The Cort, 

about $30; 


#3 

exclusive 7 
leafspring 
arch support 


Upper leather lining 
for flexibility. 


MADE IN THE U.S.A 


BRITISH WALKERS 


when 
you 
stock 


*BRITISH 
WALKERS 


MADE IN THE U.S. A. 


you stock 
STEADY 
CUSTOMERS! 


The average first pair 


purchase of British Walkers 


produces a steady customer 
for the store, the line, 

and (often) the style. 

Smith Synchro-Flex 
construction combined with 
consistent elegance of design, 
make these shoes 


profitably habit-forming. 





< 


This ad in September ESQUIRE... 
and others in The NEW YORKER and 
SPORTS ILLUSTRATED help att act 
those ideal customers who buy not 
on impulse, but by conviction. 


E. E. TAYLOR CORP., Freeport, Maine 
Write, wire, or phone collect for 
complete information. 





by JOHN REILLY 


Editorial 





Whipping Boy 


EVERAL months ago we predicted on this page that 
shoes were about to be made the whipping boy of 
inflation. We suggested that if shoes should lead the 

second quarter Consumer Price Index for Apparel to a 
new high, the industry would be in for some adverse 
publicity in the consumer press. We were correct in our 
prediction, but we were off on our timing. 

By the middle of May, the newspapers were already 
taking pot-shots at shoes. The May Consumer Price Index 
for footwear increased to 133.5 from 132.4 in April. This 
was duly noted in newspapers the country over. 

Shoe prices made the front page of the New York 
Journal American on Tuesday, June 23rd, as part of the 
Hearst Campaign to fight INFLATION. 


Under this scare headline: 


BITE OF INFLATION 
“Feeling a Pinch? It’s Those Shoes,” 


The Journal American presented a gaudy and most inac- 
curate picture of shoe prices. The figures used on men’s 
shoe prices were particularly weird. 

The story featured a two column chart showing a pro- 
file of a man’s dress oxford upon which was lettered: 


INCREASE OF $12.00 OR 100 PER CENT DUE TO 
INFLATION—MEN’S SHOES $24.00 


The story started out with this punch-line, “You feel 
INFLATION’S pinch when you buy shoes.” 

It continued “Dad’s shoes, mom’s, the kids’—all cost 
more becwise INFLATION, the national sneak thief, is 
stealing away the purchasing power of your dollar. Ten 
years ago a good grade of men’s shoes cost $12.00 a 
pair. Today, shoes of the same quality cost $24.00.” 

The article continued “in medium grades, INFLATION- 
harried manufacturers make maximum use of artificial 
materials, instead of sky-high leather, to hold prices down. 

“Even so, medium quality women’s pumps are up from 
$7.52 in 1949 to $8.92 now—18.6 per cent .. . 

“Children’s shoes, now largely made of cheaper materi- 
als, show an average 14.7 per cent retail price boost since 
1949 from $4.40 to $5.05.” 

Why high grade men’s shoes were singled out for spe- 
cial attention and where the Journal American writer gol 
his figures are anybody’s guess. They bear no resemblance 
to C.P.I. figures. 


Every informed shoe merchant will realize how far off 
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base these figures are. Unfortunately, however, hundreds 
of thousands of consumers will take them at their face 
value. Some of these consumers may soon be asking you 
to explain the situation to them. 

For the record then, in May the Consumer Price Index 
for all footwear stood at 133.5. The base period, 1947-49, 
equals 100. This was an increase of 1.1 per cent over 
April. The monthly C.P.I. is not broken down by cate- 
gories of footwear. The quarterly Consumer Price Index 
does, however, show figures for men’s, women’s and chil- 
dren’s shoes. For the first quarter men’s street shoes stood 
at 130.7 with all footwear standing at 131.6. Assuming 
that men’s street shoe prices showed the same increase as 
all footwear, the May figure for them would have been 
about 132.6. 

This would be an increase of approximately 1/3 of that 
attributed to them in the Journal American. Actually the 
increase has been considerably less. 

After reading the Journal American story, we made a 
spot check of the current and °49 prices of a dozen lines 
of high grade men’s shoes. Far from being up 100 per 
cent, the lines checked averaged only 27 per cent increase. 

The real disservice of this article, however, lies in the 
implication it makes that prices for less expensive shoes 
have sky-rocketed despite “a growing use of artificial ma- 
terials.” This is a very serious charge and is completely 
unfounded. It is particularly serious at this time, since it 
will provide ammunition for the proponents of shoe label- 
ing and for those who are seeking to broaden the Federal 
Trade Commission’s investigation of the industry. 

We might as well face it. Shoe prices will be in the news 
for the next six months at least. It is unfortunate that the 
chaotic state of the hide market has brought more price 
pyrotechnics to shoes in the past several months than there 
have been in the past ten years. But despite this adverse 
publicity, consumers will continue to receive better per- 
formance values in shoes than they do in any other item 
of consumer goods. 

But all this publicity places a new responsibility on 
shoe merchants and fitters. Don’t be surprised if con- 
sumers start telling you about inflated shoe prices. Be pre- 
pared to nail down stories like this with facts. The per- 
formance values in quality footwear are just as demon- 
strable at present prices as they ever have been. Consumers 
are paying more for everything, they will pay more for 
shoes. But you will have to tell them why! 





Brightest statement of the shoe fashion theme for Spring and Summer 
1960—the blacks and whites of Amalco fashion kidskin leathers to mix 
and match for new style directions in weightless shoes. 


HI-FI improved glace kid 

DELAWARE KID 

SOFTEE textured, soft kid 

NEW SHIMMER KID pearlized finish 

EVERKLEEN color-locked wonder suede 

NEW BLACK DUCKABLE /ightly grained smooth kid 
NEW DELHI new lustre kid 


MADAGASCAR wnigue shrunken-grain kid 


.. also available in the complete range of Amalco match- 
maker colors, of course 


Write for swatches to New York Fashion Office 
71 West 35th Street, New York 1, New York 


AMALGAMATED LEATHER COMPANIES, INC. * WILMINGTON 99, DELAWARE 
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BOOTH 35° LEATHER SHOW * WALDORF-ASTORIA 
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Waterproof’ Shoes 
with Sylflex Leather 
Build More Traffic 


... increase your average sales check, too! 


For the first time—a leather shoe that’s waterproof, yet still breathes. 
It gets men talking, builds traffic and makes profits because 
customers gladly pay more for shoes that offer this extra protection 
and comfort. But remember, no leather shoes can be 
promoted as waterproof unless the leather is SYLFLEX. 
Attract new customers and worthwhile volume by featuring waterproof 
shoes made of SYLFLEX leather. Available from: 

H. H. Brown Shoe Co. 

Cedar-Crest Shoe Co., Div. General Shoe Corporation 

Dunham Brothers Company 


International Shoe Company 
Sta-Dri Div., Ranger Boot & Shoe Mfg. Co., Inc. 


For details, write: Dow Corning Corporation, Midland, Mich. 


leather shoe is waterproof only when it has all 3: 


RAC Sealed upper seams to prevent seepage. 


¥ (2) Viileanized construction for watertight sole attachment. 


% wen 
me) SYLFLEX® leather for water repellency plus free-breathing comfort. 


Look for this tag 
when you buy... 


ae it’s your assurance 
‘be that shoes are 
‘ _ truly waterproof. @ Dow Corning Silicone 


te @ Keeps water out 
oe \~ and stilt breathes 


m1 oe, \ ah, 
»* . 3 
ON 


: @ Makes shoes more 
: *<¢) comfortabie to wear 
«ay aw 

Lie 2 ; i 
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il ond, Dale 


sets the pace 


in fashion-right 





walking...the 
Blazer, a stitch- 
ed tongue step- 
in with smart 


suburban heel. 


Crafted in 


ubschmani 


(a 


#1018 Cherry Red 
and available in 
all Hubschman 
colours...by 
Dixon- Bartlett 


Co., Baltimore 24. 


F HUBSCHMAN & SON DIVISION OF GERA CORPORATION, PHILADELPHIA 23 
2 FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16 


July 15, 1959 





QUALITY... Quality has always been the buyword in all BECKWITH products. The smart 
shoe manufacturer knows that quality is his only smart buy in box toes. 
UNIFORMITY... Uniformity in all types of box toes is a vital essential on the shoe produc- 
tion line. Beckwith-Arden turns them out by the millions, precision made and as uniform as 
peas in a pod. 

STYLE... Smart shoe styling is the major sales appeal all the way from the designer’s drawing 
board right to the consumer. Beckwith-Arden box toes not only conform to the most delicate lines 
of the last but faithfully retain the style and beauty throughout the life of the shoe. 
SERVICE ...Service at Beckwith-Arden means cooperative follow-through after their 
products have reached the shoe factory. Expert advice and technical assistance are always 
readily available to assure the shoe manufacturer top efficiency in his box toe operation. 


Clsbutt dealer: 


203 Arlington Street - Watertown, Massachusetts 


’ SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin — Milwovkee © Beckwith Box Toe, Limited, Sherbrooke, P. Q., Canada 
Victory Plastics Ce., Hudson, Mass. * Safety Box Toe Company, Boston, Mass. * AGENTS: Wright-Guhmon Co., St. Louis, Missouri 
Dellinger Soles Co., Reading, Pa. * The Geo. A. Spri ier Co., Cinci i, Ohie * Factory Supplies, Inc., Mil kee, Wis. 
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In Four 
Party-Pretty 
Colors. 


AAA to C, 
up to size 10 


In Black 
Glazed Kid or 
Black Kid Suede. 


AAA to B, 
up to size 10 
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That's what show-off's are in 
most stores where they're 
stocked... the reorder, day 
after day after day. 

Naturally your initial make-up 
order is all important. . 

but you make your real profits 
on reorders, and smart dealers 
know that the smart thing to do 
is to stock . .. and restock 

- + + Show-off's, 

The Ed White Junior Shoe Company 
is a Stock House. That means 

we are virtually never out of 
shoes. This "Factory-to-You" 
operation is what has made . 


PARK AVENUE 
New Oval Toe 


In Three 
Fall-Fashioned 
Colors. 


AAAA to B, 
up to size 10 


Over 200 styles 
in stock! Ready for 
immediate delivery 


avail 


JUANITA 
Needle Point Toe 


In Nine 
Tempting Two- 
Tone Color 
Combinations. 


AAA to B, 
up to size 10 


Matching Bags Available 
for Most Styles 





SALES OFFICES 


NEW YORK: ST. LOUIS: 
933-35 Room 132, 
Marbridge Bldg., Merchandise Mart, 
47 W, 34th St. 10th & Washington 


La 


?. * 





No. 4711 
... for men 


COST TO YOU: 


No. 2200 

. . for boys and girls 
COST TO YOU: 
82 thru 3— $5.30 
32 thru 6— $6.50 


No. 400 
. . for boys and girls 
COST TO YOU: 
81 thru 3— $6.50 
3% thru 6—$8.35 


..» for ladies 
COST TO YOU: 





when you 
cell boots 
...1¢ pays tO 
cell Acme ! 


wt 
re 


NATIONAL SHOE FAIR—Oct. 25-29 
Rooms 706, 730-—PALMER HOUSE. 


- — 


No. 4600 
. for men 


COST TO YOU: 
$10.10 





WORLD'S LARGEST BOOTMAKERS 
ACME BOOT COMPANY, Inc., Clarksville, Tennessee. ALSO 
MAKERS OF: WELLINGTONS, OUT-OF-DOORS BOOTS, 
ENGINEER BOOTS AND PARADE MAJORETTES. 


No. 4400 
. «fOr men 


COST TO YOU: 
$7.70 











No. 7400 
... formen 


COST TO YOU: 


No. 800 
. .. for boys and girls 
COST TO YOU: 


... for boys and girls 
COST TO YOU: 

8’ thru 3-$5.30 
3% thru 6— $6.50 


Pattern potent 
opplied for 


No. 4800 
... formen 


COST TO YOU: 
$10.10 


oN 
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Naugatuck PARACRIL 0ZO 


The oil-resistant, ozone-resistant nitrile rubber 


LEFT: PARACRIL 0ZO SOLE 
on test pair of shoes worn 
in direct contact with steel 
chips and oil, 5 days a 
week, for a full six months, 
on and off the job. Shows 
substantially less wear than 
standard oil-resistant sole 
at right. 


RIGHT: PARACRIL 0ZO HEEL 
on the other test shoe is 
still like new, while stand- 
ard oil-resistant heel at left 
is worn smooth and begin- 
ning to crack. 


New sole material outwears others 3 tO 


New PARACRIL“ 0Z0—developed by the 
Naugatuck Chemical Division of U.S. Rubber 
is a shoe sole and heel material amazingly 


@ 277% more abrasion resistant! 


@ free of flex growth after 25,000 cycles 


long-lasting—far superior to all others on 
the market. What's more, they are available 
in bright, permanent colors! 


Compared with one of the toughest mate- 
rials known, new PARACRIL 0ZO heels and 
soles are: 


@ 5 to 10 times more resistant to fuels and 
oils than existing standard oil-resistant 
shoe soles. 


Find out about PARACRIL 0Z0’s heel, sole, 
and shoe selling advantages NOW! Write 
us for further information. 


Naugatuck Chemical 





Division of United States Rubber Company its 


735P Elm Street 
gatuck, Connecticut 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals + Reclaimed Rubber + Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario » CABLE: Rubexport, W, Y. 
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THE UPPER LEATHER IN THESE SHOES IS 


ae California 
x, COBBLERS 


Sy 
sTYLE: #1450 OAK LEAF 
Last: 10/8 Dauphine, 
oval toe 
HEEL: Black or Brown 
Lacquered Queen 
Anne 
MATERIALS 
AND COLORS: Brogandi — Black 
or Scarlet 
Kid — Black or 
Brown 
Unlined Suede — 
Black 
: Black Patent, or 
matching or con- 
trasting Kid Leather 
For complete information please 
write directly to COBBLERS, INC. 
1212 Stanford Avenue, Los 
Angeles 21, California. 


See us at 
WALDORF-ASTORIA 


Booth 28 


i 
Standardize on EVANS LEATHERS for Uniform Quality  \. Pista 
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é Quality %\ evans BROGAND 
* Controlled * 


of 


Uniform Quality doesn't just happen 


Leading manufacturers like Cobblers, Inc., are relying more and more upon Evans 
Uniform Quality Leathers. The Evans Quality Control System assures them 

dependable uniformity of color and quality in every type of Evans Leather, from lot to lot, 
and grade for grade. At retail, the specification of Evans Leathers means that re-orders 


will exactly duplicate initial orders in color and quality of leather. 


JOHN R. EVANS & COMPANY camDEN, NEW JERSEY 1857-1959 
The House of Uniform Quality Leathers. A Member of the Kid Leather Guild. 
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/  Gallun 
ow , Calli 


ndarin 


from a dynasty of better leathers 


A touch of the mysterious Orient is found in Mandarin Calf, a touch deeply beautiful 
and dramatic. This is leather of character, of rare color uniformity and superb work- 
ing qualities. Soft and “plump,” semi-aniline, it holds its shape and finish with typical 
Oriental tenacity. And proves again that Gallun makes the leather that makes the 
difference, / A. F. Gallun & Sons Corporation, Tanners, Milwaukee, Wisconsin 
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YN 
y GALLU 
LEATHERS | 


C Vlandards of vrellomer \ 
ron oven [QQ veans 
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RETAILERS from coast to coast are 
cheering H. C. Godman’s expansion 
into the children’s field. Already 
many have discovered these value- 
packed shoes are just what they’ve 
been looking for. 

Here is fine children’s footwear 
which retails profitably at prices your 
customers like. Here is a huge selec- 
tion with the style, the flair that bring 
customers in the store. 


SINCE 1883 


H.C. 


Great Lines of Footwear 
odman company 


COLUMBUS 16, OHIO 


Old Pals 


Wonder Welt 
LUCKY STAR 


Children’s Shoes That Walk 
Right Out of Your Store 


are now 


On the GO 
with Godman 


Never-Out, In-Stock Service 
Value packed shoes that retail for only | 
$395 


$495 $595 


And when the rush starts in the 
children’s department, these retailers 
know they can always keep on the go 
with Godman because Godman’s 
famous “Never Out, In-Stock” service 
means they’ll never have to miss a 
sale for lack of the right merchandise. 


To get the best value in children’s shoes, 
write or wire today for a catalogue or a 
salesman’s call. 
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N EW. e e has always been looked upon as the #1 word 


in writing resultful advertising. 


WHY. e e is even more important in the Profit Making Department. 


When a salesman shows you with pride his “copy” of a competitor's 


shoe do you ask yourself, ‘““why’”’? 
When there is EXCESSIVE sales pressure...“ why’’? 


When your sales slip...“ why”? When competitor's sales increase, 
“why”? When prices increase a thorough and searching “why” 
is MOst propitious ESPECIALLY when other lines do not go up... 


? 


ask yourself both “why” and “how”’? 


NM EW. e e you tell other folks. WHY. e e you ask yourself. 


A calm and considered answer is always quite profitable. 


If you haven't already, try it. 


LUXURY 


Stocked in Nutwood Brogandi 
Black Brogandi 


HEYDAYS SHOES, INC. 2032 LOCUST STREET LOUIS 3, MISSOURI 
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Voice of the [rade 


RUSSELL FULLENWEIDER, buyer 
of men’s, women’s and children’s shoes 
at Joske’s, Gulfgate in Houston, Texas, 
says: “Clearance sales mean little or 
nothing to our customers .. . while 
‘special purchases’ of new merchandise 
have been highly successful. I feel the 
reason for this is contingent upon to- 
day’s economy. Customers want better 
values but they also want new mer- 
chandise.” 


Ie 


CLEARANCE 
SALE / 





A firm believer in sizing up regularly, 
Mr. Fullenweider has schooled his 
sales force to keep a close check on 
“missed” calls and to turn lists (which 
he has designated as “want lists”) over 
to him each day. From these, sizes 
are reordered regularly. Mr. Fullen- 
weider says: “This has proved an ex- 
cellent method for saving sales as well 
as making them.” 

As for business conditions in his area, 
he notes: “Although we hadn’t ex- 
pected our store’s shoe departments to 
hit peak sales until the end of the third 
year ... they had forged ahead be- 
yond expections in time for the second 
anniversary. This is due to the grow- 
ing popularity of suburban shopping 
itself as well as the Gulfgate area and 
Joske’s.” 

* * * 

We asked LEONARD HACK, presi- 
dent of the Ripple Sole Corporation 
of Detroit for some of the fashion 
highlights derived from his recent trip 
to the fashion centers of Europe. He 
indicated: “There seems to be quite a 
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variance of styles in women’s shoes 
between Rome and the smaller cities. 
In Rome, naturally, the high, thin 
heels and the narrow toes were more 
evident; whereas, in other cities, a 
slightly more comfortable toe and heel 
were noticeable. Of course, cities like 
Rome 
‘dressier’ areas and consequently the 


and Paris are _ generally 
thin heels and narrow toes were more 
popular. There were many colorful 
tans and beiges in the women’s shoes. 
An interesting highlight was noted in 
Vienna where, in the restaurant of the 
Ambassador Hotel, the waitresses were 
wearing high black kid Bal shoes on 
12/8 and 13/8 heels. 

“As far as the men’s so-called ‘nar- 
row Italian toes’ go, the type of men 
who normally would be considered in 
the professional and upper brackets 
did not wear this type of shoe but 
something more nearly akin to the 
medium toes, as worn in the United 
States. This applied to both Northern 
and Southern Italy. The conservative 
businessman would not think of wear- 
ing the real narrow men’s toes. 

“The so-called ‘Samples Show’ in 
Milan, which is a large exhibit of 
many different industries, was avail- 
able to the public as well as to busi- 
ness men in various fields. The ex- 
hibits covered everything from shoes 
to handbags, leathers, shoe com- 


The 


same probably holds true in the many 


ponents and shoe machinery. 


other fields of manufacturing and 
engineering in this area. 
“Generally, economic progress is 
being made in all of the European 
countries we visited, although in 
Southern Italy, particularly around 
Rome, there is a fair amount of un- 
” . 

employment. 

* * * 
“Encore ...con amore”... HELENE 


O’HARA of the Allied Kid Company 
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prefaced her preliminary report on 
men’s wear for spring 1960 with that 
Continental expression — which she 
translated as: “Once more . . . with 
feeling.” She went on to explain: 
“Continental styling in men’s apparel 
is a basic consideration that will have 
enormous influence on planning for 
spring 1960 and in sales at retail when 
that season is actually with us. The 
Continental is a young . . . masculine 
. totally new effect. This suggests 
acceptance by the tremendous new 
purchasing group—the Young Men 
who are the first wave of the war-born 
1940’s .. 
of them and more to come. 
“The Continental look is socially cor- 
an important 


. there are some 17 million 


rect at all levels .. . 
consideration when the opinion of 
women is so influential. 

“Obsolescence by fashion change has 
been a gingerly discussed possibility 
for years. The Continental is a justi- 
fiable opportunity to suggest cleaning 
out the closets and making the Salva- 
tion Army a gift. From hat to shoes, 
by no means bypassing shirts, neck- 


wear and accessories, the Continental 
tag carries new opportunities to sell 
good grooming in the modern man- 
ner. 

“The spring 1960 fashion landscape 
will be CONTINENTAL in all di- 
mensions. The silhouette is actually 
NEW... 


adaptations.” 


new interpretations, details, 


* * * 


“Customers in small towns and rural 
areas are just as interested in high 
style, and the latest fashions in shoes 
as those in big 


THOMAS DUFFY, 


cities,” reports 


women’s. shoe 
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buyer for Speigel’s, Inc., one of the 
country’s leading mail order firms. 
“We have to remember that they are 
familiar with the best fashion maga- 
zines. Hence, we have to show them 
shoes in the same setting . . . just as 
colorful, glamorous and coordinated 
with clothing and other accessories. 
“This explains why most mail order 
catalogs follow the lead of fashion 
magazines in shoes. The 
catalog is the mail order show window. 


showing 


Thus, we have to make our shoes just 
as attractive as possible. This has 
meant an increasing use of four color 
art for shoes not only those 
shown in the front of the book and 
coordinated with highlighted ready- 
to-wear. It also includes many pages 
in the shoe section itself.” 
aa * 

“There is a very definite trend away 
from mill outlets to retail shoe stores,” 
says EDWIN SOLUP, 


Irving’s Shoe Store in Fall River, 


owner of 


Mass. “I have noticed this develop- 
ment for the past several months and 
it is increasing gradually all the time. 
“Talking with my customers, I find 
that many of them did patronize the 
discount houses but now they are 
back; buying their shoes from me. 
There are three factors that are bring- 
ing them back: service, good fitting 
and product guarantee. People like to 
be waited on. They like to sit down, 
relax and have someone show them 
the shoes. They like the assurance of 
properly fitted shoes. Also, they like 
lo know that if they have to return 
the shoes, for some reason or another, 
that they will get satisfaction.” 
e * * 

“The chief problem facing the average 
men’s shoe retailer today stems from 
too many types of shoes being offered 
by the 
confusion among the buyers,” says 
JACK LANE, president and buyer of 


men’s and boys’ shoes at Harris’ Inc. 


manufacturers. This creates 


in Houston, Texas. 

“If manufacturers would concentrate 
more on the basic types, it would al- 
low the retailer a wider choice of in- 
stock merchandise. And since the back- 
bone of the men’s shoe industry is 
still the basic shoe, it is my belief that 
more emphasis and importance should 
be on those types.” 
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Profile.... 


by ESTELLE G. ANDERSON 





HAROLD GESSNER 


O foresee the trends. To anticipate their direction and then project 
them into proper orbit . . . these are the elements of successful opera- 
tion in our modern times. It takes luck, acumen, logic, imagination, 
courage and conviction . . . in equal or varying degrees, depending upon 
the individual and the circumstances. But the results are indisputable. 
Harold Gessner, president of Oomphies, Inc., is an ideal case in point. 
Compounding all these elements, he changed the thinking, position and the 
impact of women’s slippers. He took them out of the mundane, utilitarian 
house-slipper category and made them a very important “accessory to the 
fact”—that slippers can be a fashion arbiter . . . attractive as well as useful. 
By the time he joined Oomphies, early in 1942, Harold had already 
notched many diverse avenues of experience into his working career. The 
first diversionary tactic was when he graduated from the University of 
Michigan (in 1925). Instead of returning to his home town, Escanaba, 
Michigan, and going into the family retailing business there, he went to 
Chicago. Advertising was his “first love” and so he looked for something 
along those lines. He landed a job as advertising manager in a bank. He 
did well; but the lure of the written word was strong and wanted further 
expression. So... he pounded a beat and a typewriter as a reporter for the 
Chicago Daily News. 
From there he went on to a “soft” job . . . we couldn’t resist the 
advertising manager for the Ozite Carpet Cushion 
Company. After a comparatively short period, they sent him to Europe— 


facetious reference .. . 


to their overseas office in Hamburg. He spent a year in London, several 
months in Paris and the major portion of time in Hamburg. Altogether, 
he was in Europe for three years—1929, 30, 31. Traveled sixteen countries 

for the company. 
He returned to the United States . 
. and his best bet was to go to Escanaba and rejoin the family. From 
there, he went to Hollywood, as a writer for Warner Brothers. He would 
(CONTINUED ON PAGE 84) 


. in the midst of the depression 
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A highly refined street and dress version of the popular chukka 
boot is this streamline top, four-eyelet, plain toe style in new Deep- 
tone brown boarded calf. The distinctive U-throat closure adds a 
note of flair to an otherwise classically simple shell. The only detail- 
ing on the upper is a discreet stitch and turn seam that joins the 
vamp and quarter. Wheeling on the welts also serves to emphasize 
the plainness of the upper. In tune with fall promotions is the black 
inking on the moderately close edges. For those both style conscious 
and conservative is this shoe by Nunn-Bush Shoe Co. 


ined Chukka Style 





1960 CLASSIC.... 


Left to right: Completely open shank in this d’Orsay pump, trimmed with tiny buttons. 
Low cut tie attractively detailed for two colors or two leathers. Fine strippings open up 
the vamp and quarter of this high style pump. All are ideal in the familiar classic colors. 


HERE are two sides to the color story for next 
spring. On these pages we are going to tell them 
both. We start with the classics, so strong in 
ready-to-wear and epitomized in the shirtwaist dress, 
spectator styles. They have been described as “safe” 
styles and deplored for that reason. The same thinking 
carries over into leather and shoe styling—basic colors 
and basic patterns. Imaginative, progressive designers 
and fashion consultants are not happy over this strong 
trend. Manufacturers and retailers may be planning to 
play it just too safe, they feel. Where is the stimulus to 
buy when colors are largely confined to black, navy, 
beiges, browns, grays and even off-beat neutrals? 
We quite agree that they have a point there. There 


is not much stimulus to buy additional pairs of shoes if 
they will be in the same colors and very much the same 
styles that are already in a woman’s closet. And there 
is not very much need either to buy more shoes. As 
someone so clearly saw when she said, “Colored shoes 
sell more colored shoes.” In other words, once a woman 
buys, say a pair of orchid pink shoes, she is obliged to 
buy another color for the clothes which will not go 
with that color. Supposing she then buys a pair of 
sunny yellow shoes. (We are talking about a spring-into- 
summer shoe wardrobe, of course.) She has not solved 
all her shoe color problems by this second purchase. 
Not at all. She still needs shoes to wear with her clear, 
turquoise blue dress. And so it goes. She will probably 


Colors that form the backbone of a spring-summer 
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Basics, Pale Neutrals.... 


Left: Soft and clinging the elasticized draw- 
string pump is fast becoming a classic. Shown 
here on oval toe last for a new elegant look. 
Right: Prettily laced over opened-up vamp, this 
oval toe pump is also opened at the sides. 
Stacked leather modified keg heel puts it into 
the walking shoe category for wear with suits. 


Black and white, navy and brown have new selling power in this era of classic 
styles. Off-whites, beige and gray, even the off-beat neutrals, carry out the 
same feeling for the conservative, the “‘safe’’ colors for the coming spring. 


by ELEANOR M. RUTTY 


continue buying different color shoes until she realizes 
that she must call a halt and buy a color that will be 
right with several costume colors. 

At this point she buys either a dark basic color—very 
likely black patent leather—or a pale neutral. Now she 
has achieved a certain security and at the same time 
flexibility. To most shoe manufacturers or merchants 
this is a most unsatisfactory solution if she begins her 
new season’s purchasing with such colors but they do 
not mind it a bit if she goes in for both kinds of colors. 
And this is the crux of the matter, we believe. Both 
categories should be in the wardrobe of any style-con- 
scious woman. 


Classic a Good Promotion Theme 
For the classic look is just as smart in its own way 
as any high style promotion color. Call it the “quiet” 
look, the restrained, the elegant, the subtle, look. Any of 
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these descriptions has selling and snob appeal. And 
these are the colors—these basics and pale neutrals—to 
start the spring with. Give a woman a good early start 
with them. Buy them in smooth calf and anilines for 
tailored types; in fine nap suedes and lusters, often com- 
bined, for dressier shoes; in waxy and some matte for 
very elegant town types; in glove leathers for more cas- 
ual types. The off-beat neutrals, the tans and medium 
browns are beautiful in the anilines; the dark colors— 
black, navy and a little dark brown—in the close nap 
suedes trimmed, or not, with luster or patent leather or 
fine faille or satin. The pearlized fine grains are espe- 
cially right in the pale neutrals—off-white, white too, 
and perhaps a light gray. 

Patent leather is probably the number one spring 
leather, first of all in black, of course. The great advance 
in the tanning of patent leather, doing away with crack- 


(CONTINUED ON PAGE 80) 


wardrobe—Classic with a quiet elegance. 
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1960 ROMANTIC.... 


ITH all the talk of the classic look—of black 

and white, of true navy, of beiges and medium 

browns, of off-white, pale neutrals and neutral 
off-beat colors—where do the other colors—the pinks, 
yellows, oranges, lilacs, blues, greens and reds—have a 
chance? 

Let’s put it this way. Extra pairage—two or more 
pairs to a customer—that is your goal and your hope, 
isn’t it? The very differentiation so clearly made be- 
tween the two groups of colors—the classic and “safe” 
and the pretty, romantic and very feminine—gives you 
a chance to promote at least one shoe from each cate- 
gory as the minimum for a spring-summer 1960 shoe 
wardrobe. 

Here is what you have to offer that minimum two- 
pair customer. Of course, she will need, and want, one 
pair of shoes in a basic color: black patent leather or 
navy blue calf or kid, or white or off-white, or maybe 
one of the lighter neutral shades. After she has taken 
care of this basic need, it is still a possibility that she 
can be shown the desirability of a pair of spectators, 
white combined with tan, black or navy or, for a more 
unusual look, an off-beat beige. 


Color will be the dominant style note in 
simple V-throat pumps such as this. 


Now her basic needs have been met. She has a color 
to go with everything, or almost everything, in her 
spring and summer dress and suit wardrobe. But this 
cannot, or should not, meet all her spring and summer 
needs. Color, real color, is a natural desire and neces- 
sity for those seasons, in shoes just as it is in clothes. 
One shoe should be in color—soft flower pastel or 
brighter—in every shoe wardrobe. 

There is a lovely range in the soft pastels and in many 
kinds of leathers. Tanners of the less expensive hides 
and skins are offering just as wide a range and just as 
pretty as the makers of the finest calf and kidskins and 
suedes. In these, yellow, pink and lilac tones are being 
given leading positions. According to some high style 
leather houses, yellow is taking the important place that 
they gave to orange a year ago. Orange is still in the 
picture but a softened orange. Pink may go over into 
an orchid tone or, influenced by yellow, become a 
shrimp pink. A lilac tone is regarded as good for pro- 
motion. Some of the blues have a wisteria cast which 
shows the influence of pink. 

Such colors are strong indications of the “romantic” 
influence on fashion trends for 1960. No colors are so 


The plain pump becomes less “basic” when 
made in soft flower pastel or tropic bright. 
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Soft Pastels, Brights.... 


This will be a pretty spring for color. “Whitened,” “frosted,” “lightened,” 
“gentled,” “chalky,” “milky” —so the new pastels are described, and so they 
look. Even the brightest—the tropic brights—have also been ‘“gentled.” 





/, 


Left to right: Red, white and blue with two new state stars. Sandal for multicolor or 
ombré color combinations. New way of opening a pump and giving sharp color contrast. 


feminine and “gentle” as pink, blue, mauve-y tones. 
These colors will be combined in sharp contrasts—a 
bright pink against one of these delicate light pinks, for 
instance. They will be combined, all in the gentle tones, 
to make the loveliest of summer sandals. And don’t 
forget that this is expected to be a year for the revival 
of the sandal, on all heels and in all types from beach 
to ballroom. The sandal has been too long neglected 
and retailers and manufacturers realize this fact. 

In the group of bright colors, the influence of “the 
Islands” has often been noted, especially of our new 
state of Hawaii and of Tahiti, scene of so many of the 
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French painter Gauguin’s most noted works, recently 
exhibited in New York. Used alone, in combination— 
sometimes dramatized with the addition of black or 
white or off-white—for sharp contrast or in ombré with 
the lighter color of the same family, these “tropic 
brights,” as they have been called, offer many and very 
attractive possibilities for spring-into-summer shoes. And, 
as we have already noted, they will go into many kinds 
of leathers, including smooth, suede and luster. 


Suede, we should add, is being made with a very close 
nap, providing a very fine, delicate looking leather. 
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1960 FABRICGS..-.. 


@ Nineteen sixty, spring and summer, promises to be 
a very good fabric season. This prediction is not based 
on just an economic consideration, although the high 
cost of leathers is partly responsible. The fabrics them- 
selves give weight to the expectation. They are in a 
variety of types, constructions and colors that make 
them suitable for shoes of all kinds. 


Mesh Top Fabric in Many Versions 


Three kinds stand out in particular: nylon mesh; 
dyeables in dull silks, linen, cotton and rayon combina- 
tions; straws. In the nylon mesh, there are designs of 
many kinds, a number of them with raised dimensional 
effects, always very sheer and feminine. One important 
fabric house has veiling mesh in 13 colors. All carry 
black, navy, natural and white mesh. Mesh should have 





a very good season both because of the many new and 
very charming designs and because this material fits so 
well into this spring’s romantic, feminine fashion picture. 

The popularity of dyeables has been increasing for 
several years as the style trend for monotone costumes 
has increased. This trend seems especially suitable for 
the spring and summer seasons when color in clothes 
is so much fresher, prettier and more varied. Every 
shoe store and department should carry some shoes in 
the dyeable basic silks or the blends of dull silk, rayon, 
cotton and linen. They can be an extra pair after a 
woman has chosen her basic colors. The store that can 
offer quick dyeing service in a range of current fashion 
colors is one step ahead in selling multiple pairs. 

The liking for strawcloth and straw and raffia types 
is not new either, but each new season increases their 





Left to right: Plain pump—leather stripping optional vamp trim—suitable for many 


spring fabrics, including dyeables, mesh and straws. 


Very summer-y high-riding 


pump also suitable for many fabrics to dress up or dress down a novel pump with 
lattice topline. Mule on high shaped wedge heel with draped treatment, good raffia, 


cotton or linen type. 
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Many Types and Colors 


Nylon mesh in black, white and many colors and weaves; dyeables 

in basic silks and other materials; linens; novelty cottons; straw and 

raffia types —all these and more promise smart and pretty fabric 
shoes of all kinds for spring and summer. 


popularity as makers of real summer shoes introduce 
new styles for casual garden or city or country club 
wear. They are seen on many city workers’ feet as the 
days grow hot and the question arises of what to wear 
that is not too informal but cool looking and cool feel- 
ing. The natural color in which these straw type shoes 
are so often made is also liked for its adaptability to all 
the pretty summer costume colors. So materials of this 
sort are a must for any well-rounded shoe inventory. 
Materials that have the very look of summer are 
found in the linens, cottons and blends. Some are dye- 
able; some, solid colors and others, multicolors. Em- 


broidery is one of the pretty feminine treatments of 
cotton that looks so right for spring and summer 1960. 
A piqué cloth for casual shoes has already shown out- 
standing acceptance. A trend to watch is for a lustrous 
look in straws and dyeables. 

Special finishes are always part of the stock in trade 
of imaginative fabric houses. One such new fabric this 
year is an all-cotton material with a fine suede finish. 
This is just one instance of the wide range of fabrics 
available to the women’s style manufacturer, pointing 
to the versatility and adaptability of shoe fabrics. 

(CONTINUED ON PAGE 80) 


Left: Casual bootie, folded tongue and overlay in rough peasant weave material. 
Right: Toe ring flat suitable for heavy cotton or straw type fabric. 
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Underlying 


Principles 


Of Merchandise Control | 


ERTAIN factors must be understood and remem- 
bered at all times if a system of merchandise plan- 
ning and control is to be effective and practical. 
Plans, however elaborate, are still estimates. 
Plans and execution must be reviewed and revised 
constantly. 
® The inventory is a reservoir within which the level 
and the mix should be changed smoothly. 
* Open-to-receive or open-to-buy is a mandate—as 
impelling as it is restrictive. 
The timing of orders must be planned and controlled 
just as much as the receipt of merchandise. 


Plans Are Estimates 


Mr. Likely’s original calculation indicated the need for 
$5,600 in goods at retail to be received during the month 
of February. The conclusion was based on these figures 
from FORM II, February 15th issue of the RECORDER. 

Inventory level planned for end of 


February ....... $34,200 


Inventory level planned for beginning of 
yeedke $33,000 


February 


Amount by which inventory level was to 
be raised during February 
Expected sales and shrinkage during 


$ 1,200 


February ...$ 4,400 
Merchandise receipts required during 
February to provide for sales, shrink- 
age and increase of inventory level... $ 5,600 
The preciseness of the arithmetic involved tends to 
surround the whole thing with an aura of precision which 
it does not really have. The resultant figure of $5,600 is 
no more than an estimate because it is based on estimates. 
* In advance of the date, one can only estimate the 
amount of inventory which will be on hand at the 
beginning of the month. 
® The planned sales and shrinkage for the month are 
estimates. 
® The inventory planned for the end of the month is 
based on a complex of factors which add up to judg- 
ment and estimate. 
All this sometimes sounds discouraging to those who 
have not tried it for a long enough time to acquire the 
necessary data and skills for good estimating. Encour- 
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agement comes from the fact that both have been ac- 
quired by thousands of merchants, large and small. Mer- 
chandise planning and control seem formidable when 
formalized and put down on paper. 

In actuality, every retailer does just this sort of thing 
“in his head” every time he makes a buying decision. 
The storekeeper who casts a speculative glance into the 
pickle barrel and says to the salesman, “send me two” 
has, in reality, run through his mind a merchandise 
planning and control calculation. Unfortunately there are 
still some who consider this “off the cuff” decision the 
only “practical” way to order goods, regardless of the 
size or complexity of the business. For such people, if 
the pickle merchant’s thoughts were extracted and put on 
paper in the form of numbers, the result would suddenly 
acquire that detestable property known as “theory.” 


Reviewing and Revising 


Since changed circumstances and changed views call 
for changed estimates, reviewing and revising become 
corollaries of good planning. In Mr. Likely’s case, a 
review of plans in January indicated a trend which would 
warrant increases of $200 in the February sales plan, 
$300 in March and $500 in April. (These adjustments 
will be noted in the revision columns of FORM II in the 
Feb. 15th issue.) 

The trend was too small and tentative to call for corre- 
sponding revision of February inventory plans, but a 
compromise was made by adding $1,000 to the inventory 
planned for the end of March. The result of these adjust- 
ments was to increase the purchase requirements for the 
two months as follows: 

February by $200 (sales plan increase) ; 

March by $1,500 ($300 sales plan plus $1,000 ending 

inventory increase). 

It is to be noted, however, that these arrangements in- 
cluded a built-in safety factor because they had the effect 
of temporarily cutting the April open-to-receive by $500 in 
spite of the upward revision of $500 in sales plans for 
that month. This came from the fact that $1,000 increase 
in the March ending inventory was not carried forward 
to the planned April ending inventory. The net effect, 
therefore, was to “borrow” $1,000 of April’s open-to- 
receive for March. In other words, goods will be hurried 
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Merchandise control should not degenerate into a contest between a spendthrift 
buyer and a miserly controller. It provides twin mandates: to buy promptly when 
the need is indicated; and to clean house at once when that need is indicated. 


in a little faster to take care of increased sales estimates. 
But, for the time being, commitments will not be so 
heavy as to prevent timely correction in the event of a 
retreat from the currently optimistic sales plan. 

Decision about revising plans for the inventory at end 
of April can be postponed until the length of delivery 
periods makes it necessary to take a position. If, for 
example, Mr. Likely can get the bulk of his goods in four 
weeks from the time of placing his orders, the decision 
does not have to be made until some time in March. If 
deliveries require eight weeks, the final revision of plans 
for inventory at the end of April would have to be made 
before the end of February. 


The Reservoir and the Flow 


This continuous adjustment of the flow of goods into 
the inventory lies at the heart of good merchandise plan- 
ning and control. Error cannot be prevented, but its con- 
sequences may be minimized by limiting the degree of 
error and correcting promptly. Alternate periods of glut 
and famine may be caused by gross error in planning. 
More often they result from the cumulative effects of fail- 
ure to review and revise with sufficient frequency, poor 
timing in the placement of orders, and too much pre- 
occupation with the specific dates and periods around 
which the control systems are built. 

Sales and shrinkage allowances, for example, are 
planned for specific quarters, months or weeks. Inven- 
tories are estimated for the beginning or end of those 
periods as if these stocks were the sole and specific prepa- 
ration for achieving the sales plans of those periods. This 
is not so. Set times and periods are used for convenience 
in the arithmetic of planning and control. Stocks at any 
moment are but a reservoir from which the sales require- 
ments may be drawn. But the reservoir may be replen- 
ished at the next moment as new goods come in. And the 
very next sale may be made from the néw shipment 
rather than from the reservoir—although this becomes 
less likely as the mix in the reservoir comes closer to a 
true balance with sales prospects. 

If an inventory is planned at $33,000 for the begin- 
ning «f February and at $34,200 for the end of the 
month, it does not mean that the stock level is suddenly 
to be raised by $1,200 at the end of February. Nor does 
it mean that the $34,200 stock at the end of February is 
the sole preparation for March sales. The reservoir mix 
is never in such perfect balance. Some of the sales in 
March will be made from goods coming in during the 
month. As a matter of fact, good controllers pay primary 
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attention to the amount of receivings for each period and 
let the inventory amounts fall wherever this kind of arith- 
metic lands them. This is really not an important change 
in the mechanics of the system; but it is an important 
point of view. 

It is not of paramount importance that the planned 
inventory for the end of a control period be met pre- 
cisely. It is of vital importance that the actual inventory 
be near enough to plan, with sufficient open-to-buy left 
in the next control period so that deviations can readily 
be corrected. The object is to maintain an adequate in- 
ventory level with an optimum inflow of fresh goods. 

Unfortunately, this goal is often ignored while con- 
flicting forces play a game in which one side thinks that 
victory depends on being able to get along without the 
full quota of planned receivings while the other side looks 
upon the plan as a constricting coil of figures which must 
be eluded if the shelves are to be adequately filled. The 
first mistakenly believes that turnover can be improved 
by underbuying while the second, with equal error, be- 
lieves that sales can be improved by overbuying. 

Both are only partly right. Both fail to qualify the 
terms “turnover” and “sales” with the vital word “profit- 
able.” Both tend to replace the smooth flow with a herky- 
jerky movement of goods into the reservoir. The “under- 
buyer” does it by waiting until the imminent shortage of 
goods becomes apparent to the most myopic eye, at which 
point he rushes into the market to recover in haste. The 
“overbuyer” spends as though there were no tomorrow 
and then shuts off or squeezes tight the pipe line until the 
glut subsides. 


A Double Penalty 


Many large retailers are familiar with the problem 
created by buyers who go overbought for a given month 
and try to correct the situation by placing further orders, 
for goods really needed in that month, on a basis of 
delivery on the first of the following month. The penalty 
is a double one: lost sales and an inefficient pattern of 
receivings wherein goods pour in during the first part of 
each month and die off to a trickle during the latter part 
of the month. 

This spasmodic movement results from the game played 
by a gluttinous buyer and ascetic controller and is rooted 
in the concept that the end of a control period has a 
magic date on which “overbought” is wiped out and 
“open-to-buy” begins—a patent violation of the flow 


concept. (CONTINUED ON PAGE 82) 
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your ticket to 
exciting ““SOFT SHOE’’ sales.... 


BREZNER’S 


These designs available to shoe 
manufacturers. Write for your 
free sketches TODAY! 


Let the elegance of this rich-textured Glove Leather 
wrap your customers’ feet in the softest, smoothest-fitting See our complete line 
footwear you've ever styled! Feather-light. at the 
Drum-dyed through and through. Economical. LEATHER SHOW 
And, because it's Brezner-tanned, BOOTH 65 
colors are true, color-matching perfect! Waldorf Hilton 
In every wanted weight . . . every popular and standard July 31 - Aug. 5 

shade, including white. 


Send for swatches or contact our representative TODAY! 


145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 


“Fashion Right"’ Leathers from our Tannery, Penacook, New Hampshire 


$T. LOUIS, MO. CINCINNATI, OHIO NEW YORK and PA. MIAMI, FLORIDA ORIENTAL EXPORT 
H. B. Avery Co. John A. Spille Co. Homer Bear Jack G, Mendelsohn Liebman & Cumming 


MONTREAL, QUE., CANADA MILWAUKEE, WIS. ROCHESTER, N.Y. LOS ANGELES, CALIF. San Francisco 
Calif. 


Stockton & Sedgwich Horoid |, Stewart Graham Bros. Sales Russ White Co. 
Handbag Representatives: NEW YORK, N.Y., Chilewich Sons & Co. 


Representatives in All the World's Leading Leather Markets 
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TANNERS’ COUNCIL OF AMERICA, INC. 
ddth Semi-Annual 
Showing of American Leathers 
Waldorf-Astoria=August 4th and 5th, 1959 


Background Facts 


HE Semi-Annual Leather Show on August 4th and 

Sth at the Waldorf-Astoria in New York will be 

staged against an unusually favorable, but often 
ignored, background of trade facts and figures. In too 
many instances, raw material market developments in re- 
cent months have all but obscured other and even more 
important factors having a vital bearing on current and 
future business prospects for the tanning and shoe indus- 
tries. Facts of shoe production, consumer income and 
current and potential volume at retail have not received 
the attention they merit in terms of their prime effect on 
profitable operations at all levels of the trade. 

Shoe production in 1959 will certainly break through 
the 600 million pair barrier for the first time. First-half 
output of approximately 325 million pairs clearly points 
to a total 1959 production of some 625-635 million pairs, 
far in excess of the best prior pear, 1957, when the U. S. 
shoe industry turned out nearly 598 million pairs. 

Since the only true measure of production requirements 
is the rate of absorption of shoes at the consumer level, a 
look at the retail sales record is also in order. Published 
reports of chain stores, as well as Government figures, 
show that consumer demand in 1959 has also shown a 
healthy gain compared with 1958 and prior years.’ Both 
dollar volume and pairage totals for the first five months 


offer concrete evidence that consumers have been beating 
a path to the fitting stool at a rate commensurate with shoe 
output. 

Industry surveys clearly demonstrate that the American 
consumer is ready, willing and able to step up his pur- 
chases of soft goods, and particularly shoes. Expendable 
income is running at an all-time high. In terms of today’s 
hourly earnings, leather footwear represents a tremendous 
value to the consumer, even after taking account of the 
price adjustments resulting from developments in world 
hide and skin markets earlier in the year. 

The present situation offers an unusual opportunity to 
the shoe industry, at both the manufacturing and retailing 
levels, an opportunity to serve the 177 million U. S. con- 
sumers in a manner which will result in satisfaction for 
consumers and profitable operations for the trade. Con- 
trary to views held in some quarters, the vast majority 
of consumers are not shopping for price alone. Their 
criteria is value, as measured by comfort, style, service 
and pride of ownership. 

Leather shoes made from American leathers, which com- 
bine the unique properties of a natural product with the 
most advanced tanning skills and sciences, offer the shoe 
retailer the perfect vehicle with which to satisfy the con- 
sumer insistence on value and quality. 





OFFICERS 
PRESIDENT EXECUTIVE 
RALPH H. EWE VICE-PRESIDENT 
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TREASURER SECRETARY 
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Company 
Allied Kid Company 


Standard Division 
McNeeley Division 
Sterling Division 


Brezner Division .. 


Carr Leather Co. 
Chilewich Sons & Company 

(Leather's Best Division) 
65 Colonial Tanning Co., Inc. 
66 Continental Tanners, Inc. 
67 Crestbrand Leather Co. 
ro Cromwell Leather Co. 


Booth 


EXHIBIT COMMITTEE 

S. B. FOOT, S. B. Foot Tanning Co. 

D. N. GUTMANN, Gutmann & Co., Inc. 

— HUBSCHMAN, E. Hubschman & 
ons 

FRANK R. LEMP, Armour Leather Co. 

as ge W. MAC PHERSON, John R. Evans 

°. 

STUART A. SPAULDING, A. C. Lawrence 

Leather Co. 


LIST OF EXHIBITORS 
Company 
Acme Leather Co., Inc. . 
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New Castle Division 


Amalgamated Leather Co.'s, Inc. 


Amdur Leather Co., Inc. 
William Amer Company 
American Belly Tanning Corp. 
American Kid Company, Inc. 
Armour Leather Company 


Peter Baran & Sons, Inc. 

J. S. Barnet & Sons, Inc. 
Barrett & Company, Inc. 
Beadenkopf Leather Co. 
Beggs & Cobb, Inc. 

Benz Kid Co. 

Besse, Osborn & Odell, Inc. 
Braude Bros. Tanning Corp. 
W. D. Byron & Sons, Inc. 
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Donnell & Mudge, Inc. . 

F. C. Donovan, Inc. . 
Dreher Leather Mfg. Corp. 
Dungan, Hood & Co., Inc. 


Eagle-Ottawa Leather Co. 
Eastern Tanning Company 
(Division of Loewengart & Company) 
B. D. Eisendrath Tanning Co. 
John R. Evans & Co. . 


Fermon Leather Company, Inc. 
Flagg Tanning Corp. 
Fleming-Joffe, Ltd. .. 
John Flynn & Sons, Inc. 
(CONTINUED ON PAGE 90) 
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Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 32) 


The Federal Trade Commission’s 
investigation of shoe marketing prac- 
tices continues to move along with- 
out the blare of trumpets and drums. 
Government investigators are talk- 
ing quietly with retailers and manu- 
facturers in efforts to learn if there 
are abuses of truth in the advertis- 
ing, promotion, and selling of foot- 
wear. 

The investigation is part-and- 
parcel of the labeling controversy 
that’s come up in Washington this 
year. Initially, the probe was limited 
only to the Kansas City area, and 
was designed primarily to run down 
a few complaints received about 
claims made for children’s and 
youths’ shoes. But Senator Richard 
L. Neuberger (Oregon Democrat) 
prodded the FTC into broadening its 
investigation. Mr. Neuberger, like 
Rep. Charles O. Porter (see above 
item), is intrigued by the one-man 
campaign of Wilbur Gardner, Med- 
ford cobbler, for a table of contents 


FURTHER ADDITIONS to Our Complete Line of 


Premium Rubber Heels, Soles and Soling Slabs 


JUVENILE 

4-4 1/2/8 HEEL 

Shoe by Virginia Shoe 
Company, Inc. 


in every shoe. The FTC didn’t need 
much urging. It immediately broad- 
ened its investigation to take in 
other cities. 


The business picture is brighten- 
ing faster than anticipated. Factory 
output in all lines of industry is up, 
payrolls and employment are spurt- 
ing ahead at a healthy clip, and re- 
tail sales are showing plenty of 
sinew. 

All told, the outlook for the final 
six months of this year is excellent. 

Here and there a few soft spots 
are in evidence, to be sure. Exports 
are sagging to their lowest volume 
point in years. Also, the higher in- 
terest rates put into effect recently 
by the Federal Reserve Board are 
damping the expansion plans of some 
merchants and manufacturers. Bor- 
rowed money, for all purposes, is 
dearer. The higher prices of loans 
mean in some cases a postponement 
of plans for new stores and improve- 
ment of existing ones. In other cases 
it means that expansion is going 
ahead at over-budget costs, which 
inevitably must be passed on to the 
ultimate consumer. 


Imnl fa 
ie 

V4) BAY 
Ctullbivan 


SUPER COMFORT HEEL 








SINCE 1896... AND STILL AMERICA’S NO. 1 HEEL AND SOLE 


Tax collections cheer the govern- 
ment’s T-men. Revenues are run- 
ning considerably ahead of what had 
been anticipated. It’s a direct re- 
flection of the extra volume in sales 
and company income, of course. 

Another bit of good news is that 
inflation seems — temporarily, at 
least—to have lost its punch. Prices 
have shown little tendency to nudge 
forward in recent months, weeks, al- 
though they now average (overall) 
a shade above those of a year ago. 
In fact, there have been declines at 
retail and wholesale in some trades. 

But how long this will last is any- 
body’s guess. Outlook: A new round 
of inflation is probably in the mak- 
ing now, and will start to show up 
within 90 days. 


Government tax men again are op- 
posing proposed legislation to giving 
self-employed merchants and others 
a tax break in setting up their own 
retirement plans. 

Spokesmen for the U. S. Treasury 
Department recently told the Senate 
Finance Committee the measure 
would cost the government $365 
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WOMEN’S ITALIAN 
RIB SOLING 
Shoe by Genesco 


See Our Special Display of 
European Prefabricated Shoe Bottom Units 





Allied Products Show, Rooms 423 and 425 


Contact O’Sullivan Rubber Corporation, Winchester, Va. or the Representative Nearest You 


CALIFORNIA: MACPHERSON LEATHER COMPANY, 140 South Main Street, Los Angeles, MAdison 6-4831; MACPHERSON LEATHER COMPANY, 730 Mission Street, 
San Francisco, YUkon 6-6783 * MASSACHUSETTS: KELLEY & SWEENEY LEATHER COMPANY, 95 South Street, Boston, HUbbard 2-6668 » MISSOURI: WILLIAM 
WESSELING COMPANY, 1221 Locust Street, St. Louis, CHestnut 1-9260 « NEW YORK: METRO LEATHER COMPANY, 33 Spruce Street, New York City, BArclay 7-0851; 
WILLIAM RUSHWORTH, 82 St. Paul Street, Rochester, LOcust 2-9422 » OHIO: ROBERT LIMING, Box 86, Portsmouth, ELmwood 3-2322 « OREGON: OREGON LEATHER 
COMPANY, 110 N.W. Second Avenue, Portland, ATlantic 4105 * PENNSYLVANIA: W. A. WELLENBUSHER, 1 Wharton Lane, Tookany Park, Cheltenham, ESsex 
9-0682 + TEXAS: JAMIESON BROTHERS, Box 13467, Dallas, LAkeside 1-4195 * WISCONSIN: HAROLD VAN HORNE, Route 3, Box 134, Oconomowoc, LOgan 7-3853 
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SEASON AFTER SEASON - CLEAR ACROSS THE COUNTRY-RETAILERS 
WANT THE AMERICAN JUNIORS LINE, NATIONALLY ACCLAIMED THE 


"FIRST CHOICE’ LINE! 


ele NEED - TO PROVIDE ENDURING SERVICE AND KEEP CUSTOMERS 
- TO INSURE SATISFACTION AND PARENTS’ CONFIDENCE 
- TO MAKE VOLUME SELLING A NATURAL 


Write us for franchise for your city. 


* 
AMERICAN JUNIORS SHOE COMPANY, INC. 


ONE ISLAND STREET. LAWRENCE, MASS. 
DIVISION CONSOLIDATED NATIONAL SHOE CORP. NEW YORK SALES OFFICE: MARBRIDGE BUILOING 
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| Nordstrom's, Seattle. 


» Completes Expansion 


The shoes in Nordstrom’s main store, if boxed, would stack higher than 
Mt. Rainier, a pinnacle of 14,410 feet. Self service basement added. 


F the average shoe retailer were asked to name the 

largest shoe store in the country, he would prob- 

ably specify one in New York, Chicago, or one of 
the nation’s other large cities. 

Surprisingly that store may very well be Nordstrom’s, 
Inc., Seattle, the gateway to our newest frontier, Alaska. 
Seattle ranks about 19th in population in the United 
States, but here is a store stocking over 100,000 pairs in 
a city with only 600,000 people! The store has recently 
been extensively remodeled and expanded. 

Such policies as a month’s guaranteed fit for any 
child’s shoe, reminder cards mailed quarterly to young 
customers, consistent retail advertising and such aggres- 
sive conceptions as the one initiating a new basement 
self-service store are behind Nordstrom’s growth. 

The new basement self-service store is probably the 
most important innovation in the “new” Nordstrom’s. Re- 
modeled and expanded with an addition of 22,000 square 


by ALICE KELLY 


feet, the basement selling area, called the Shoe Rack, is 
stocked with 16,000 pairs. 

According to Lloyd Nordstrom, a partner with his 
brothers Everett and Elmer, the main reason why the 
self-service idea had never been put into operation before 
was the amount of room needed for it. 

Shoes are stacked in racks by size. For instance, in the 
6A rack are all the styles available in 6A. A customer 
can try on as many pairs as she wishes and take as long 
as she wants. Comfortable chairs near the wrapping 
desk add to the comfort and ease of shopping. There are 
some 69 ten-foot racks, each holding 150 shoes. 

Every few minutes the customers in the Shoe Rack are 
given instructions over the public address system on how 
to use the self service facilities. All shoes are priced on 
the soles. The front edge of every shelf is marked with 
the exact size and width shown on the shelf. Selections 


(CONTINUED ON PAGE 82) 


Above left: pebble door 
pull by Jean Johansson, 
who also designed the 
murals in the style salon. 


Above right: the main 
floor style salon. The dec- 
oration is a blending of 
elegance, modern simplic- 
ity and the Pacific North- 
west look. The walls are 
bamboo color. 


Right: the pebble mural 
by Jean Johansson, with 
pedestal chairs and dis- 
play tables. 


Right: a shoe shine bench 
to the left of the entrance 
to the men’s department. 


A wall display facing the 
corner entrance, with the 
style salon to the right and 
the entrance to the Shoe 
Rack to the left. 
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the men 
who have 
it made... 
have 
IRVING <~ 
help 
them 


make =~ 


it! Da 


IRVANA 

UNIQUE 

FEATHER LEATHER 
ONYX 

LUXTAN 

UNIGLOVE 


Irving Tanning Company 
134-140 Beach Street, Boston 11, Massachusetts 


see you at the leather show, waldorf astoria BOOTHS 40 and 41 
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Styling Detail Will Be 
~ Emphasized at Allied Show 


Show is a sellout and peak attendance is expected. Substantial price 


stability is indicated by a pre-show survey among exhibiting firms. 


“sellout” conditions. Well over 200 exhibitors will 

occupy every available showroom in the New York 
Trade Show’ Building, where the Show is being held, 
August 1-4. 

According to Jerome Schlakman, general chairman of 
the Allied Show, “The sellout status of the Allied Show 
is a tribute to the exhibitors who are consistently introduc- 
ing hundreds of new items at these semi-annual events, 
and are making a major contribution to seasonal styling 
of new shoe lines.” 

The “working weekend” plan will again prevail at the 
Allied Show, with the official opening on Saturday, August 
1, through Tuesday, August 4. The several thousand shoe 
industry executives who regularly attend this Show have 
expressed unanimous approval of the “working weekend” 
plan. 

A substantial degree of price stability will be in evidence 
among exhibitors. According to a pre-Show price survey, 
nearly two-thirds of the exhibiting firms will enter the 
Show with unchanged prices. Of the remaining 38 per 
cent who have raised prices, the increases are modest, 
averaging three to ten per cent, depending upon the type 
of product. 

A wide variety of products and services will be found at 
the Show: heels, lasts, solings, shoe fabrics, goring, trim- 


I JHE Allied Shoe Products Show will open under 


mings, coated fabrics, linings, insoles, counters, designs, 
machinery, shoe ornaments, etc. An estimated 2,000 new 
items will be introduced, with emphasis on application of 
styling detail for next spring’s shoes. 

The chairmen of the respective Style Advisory Commit- 
tees of the Allied Show report numerous innovations in 
the products and materials to be used in next spring’s 
shoes. Following are some of the highlights of these new 
developments that will be seen at the Allied Show, as re- 
ported by the Committee chairmen: 

Shoe ornaments: The trend is toward delicate and sub- 
dued treatments on spring shoes. Ornaments will have a 
sculptured, handcrafted look. A wide variety of ornaments 
will be of leather, fabric or other materials, but com- 
pleted with a metal trimming. Chairman of the Committee 
on Shoe Ornaments is Larry Albiniano, general manager 
of F. Ronci Co., Inc. 

Shoe goring: An ever-expanding variety of goring 
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opens new styling treatment possibilities. For spring, gor- 
ing will combine with dainty touches of metal. There will 
be tubular goring in various thicknesses; soutache in dif- 
ferent widths; novelty weaves showing attractive patterns 
of stripes, plaids, etc.; goring with new surface interest, 
such as suede, satin, crinkles, pleats, and covered goring. 
Chairman of the Committee on Shoe Goring is Nicholas 
J. Wershing, who also heads H. & W. Shoe Supplies Co. 

Leather soles: Several special tannages have been devel- 
oped to provide leather soles with important new features. 
Among these are lighter weight without sacrifice of wear; 
lighter color; greater flexibility and resilience; improved 
bottom finishes; more uniform thickness; extended wear 
life; resistance to slip and water. The new leather soles 
have a brighter, livelier appearance, highlighting the natu- 
ral beauty of the leather. Chairman of this Committee is 
Harry H. Whiton, general sales manager of the Sole 
Leather Division of Armour Leather Co. 

Heels: While the pencil-thin heel will continue as front- 
runner, a definite trend toward more substantial and more 
shapely heels is appearing. The “heavier” heel with more 
shape will be seen in many versions, and applying to all 
heights and types of wood, plastic and combination heels. 
Several interesting new developments are being shown in 
wedge heels for spring. In stacked types, the Queen Anne 
and keg will hold their popularity. The pitched-forward 
“cowboy” heel is showing spectacular gain. Chairman of 
the Heel Committee is Edward Joiner, executive vice-presi- 
dent of F. W. Mears Heel Co. 

Nuclear and rubber soling: For men’s shoes, these sol- 
ings will be lighter, dressier, more flexible. Nuclear soling 
for women’s dress shoes now has a waxy, “textured” bot- 
tom finish, expressing a natural look. In children’s, new 
design and styling treatments will give these solings a 
greater versatility than ever. Chairman of this Committee 
is Richard J. Ketchum, advertising and sales promotion 
manager of Avon Sole Co. 

Coated shoe fabrics: A number of significant technical 
developments are giving coated fabrics an expanding role 
in footwear fashion. New grains and surface finishes, plus 
virtual perfect matching of all popular upper materials, is 
bringing coated fabrics into greater use for special appli- 
cations such as plugs, vamps, quarters, straps, heel covers 

(CONTINUED ON PAGE 88) 
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A Fitting Platform 
In the Middle of the Store 


The fitting platform in this Rhode Island children’s store occupies 


the entire center of the floor and is the store’s key attraction. 


a 
iad 


There are six chairs on each side of a central bar- 
rier which runs the entire length of the platform. 


CENTER-OF-THE-STORE fitting 
children is the highlight of the re-located Elwinn 
Shoe Shop, Woonsocket, R. I. 

This fitting platform occupies the entire center of the 


platform for 


floor area. Two rows of six individual chairs are placed 
against a central barrier running the length of the plat- 
form. The barrier keeps the children from running around 
on the platform and the two levels provide for an up-and- 
down tryout with new shoes. 

Children reach the platform by three-tread stairs at 
each of the four corners. Each stair has for a railing a 
prancing brown and white palomino horse; the horse has 
its right front hoof placed on the platform. 

“Children just love this arrangement,” says owner Miss 
Eleanor G. Winn. “They like it because it is big; they 
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Palomino horses serve as stair rails. A number ser- 


vice system gives customers their proper turn. 
like the figures of the horses very, very much. 

“In this new department we use a number service sys- 
tem to make sure each customer is waited on in proper 
turn. These number tabs are placed at the front end of 
the platform, and children love to run up the stairs and 
take their numbers. 

“Parents tell us they like the center platform depart- 
ment because they feel we are giving more attention to 
children’s fittings. They like it because it makes the 
children much happier about being fitted. 

“For ourselves it makes our work much easier. The 
children are happier and quieter, which in turn makes 
the fittings easier and quicker.” 

For older children and misses, the shop has low, roomy 

(CONTINUED ON PAGE 106) 
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“Neoprene helps us sell Kinney work shoes; 
it’s the sole on our two biggest sellers” 


Mr. Frank Hussey buys work 
shoes for the well-known Kinney 
chain of retail shoe stores. As a 
buyer he’s come to know what 
features sell shoes. So it’s not 
surprising that neoprene soles 
have been used during the past 
14 years on many styles— includ- 
ing the two best-sellers in the cur- 
rent work shoe line! 


Mr. Frank D. Hussey, Buyer of 
Boys’ and Men’s Work Shoes 
G. R. KINNEY CORPORATION 
New York, N. Y. 

With neoprene soles, Kinney work shoes satisfy 
the service requirements of their many customers 
who range from service station operators and high- 
way maintenance workers to industrial employees 
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Better Things for Better Living... 
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and farm hands. Neoprene soles are noted for their 
toughness and all-around resistance to oil, chemi- 
cals, cutting and cold weather stiffening and cracking. 
Their unbeatable balanced combination of prop- 
erties explains why Kinney continues to specify 
neoprene soles. 

Neoprene’s reputation as a quality material is im- 
portant to shoe retailers like G. R. Kinney... the 
selling power of the neoprene name is put to work right 
on the shoe sole. You, too, will find it a sales asset on 
all types of work and safety shoes. Specify neoprene 
soles and heels. E. I. du Pont de Nemours & Co. (Inc.), 
Elastomer Chemicals Department BS-7, Wilmington 
98, Delaware. 
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.IT DOES MAKE FOOTWEAR 
DISAPPEAR FROM YOUR SHELVES 


The magic of comfort . . . the “‘presto-chango”’ 
of easy-on-and-off, quicker than the eye... 
mark the footwear that is becharmed by 
Shugor. Bewitching models styled by the 
magic wand of the Shugor Taylor keep step 
with the latest modes, while displaying novel 
detailing only possible by the subtle magic 
of Shugor. 


THOMAS TAYLOR & SONS 


HUDSON ln MASSACHUSETTS 


COPR. 1959 THOMAS TAYLOR & SONS 








SPECIALISTS SINCE 1864 IN THE ART OF WEAVING HIGH-GRADE ELASTIC SHOE GORING EXCLUSIVELY 
SEE US AT THE ALLIED SHOE PRODUCTS AND STYLE EXHIBIT, ROOM 542, NEW YORK TRADE SHOW BLDG., 35TH AT STH AVENUE, NEW YORK, AUGUST 1-4, 1959 
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Newspaper Strike 
Hurts St. Louis Selling 


A STRIKE of stereotypers on 
both St. Louis daily newspapers 
left the metropolitan area without 
any paper for a period of over two 
weeks. The detrimental effect of 
curtailed advertising on _ retail 
establishments downtown was seri- 
ous. Traffic in all departments was 
light, with salespeople standing 
around unhappily for hours on 
end. 

As of press time, publication of 
both papers has just been resumed. 
Although it is too soon to report on 
the overall retail picture, it is un- 
derstood in local circles that the 
strike cost the stores many dollars 
and aggravated already existing 
shoe headaches. 

Most serious effect for the shoe 
business was on women’s dress 
pairs. For at least one major store 
inventory on this category is run- 
ning alarmingly high for this time 
of year. With fall pairs due for 
delivery this month and next, it is 
imperative that departments be 
cleared of spring and summer pairs 
to make way for the shipments. 

Shoe department managers agree 
that the strike came about at the 
worst possible time for them. Un- 
able to advertise their clearances 
except through spot radio and TV 
announcements and limited neigh- 
borhood newspapers, they found 
shoe selling at a virtual standstill. 
It is expected that heavier than 
usual advertising campaigns will 
partially help clearance tables 
make up for lost time. 

Suburban shoe stores were less 
hurt by the lack of advertising. 
Women’s white and beige straw 
flats with bead or flower trim con- 
tinued to sell well, along with nat- 
ural colored straw mulebacks on 
17/8 cork covered wedges. Subur- 
ban chains did a brisk business in 
women’s summer sandals, white 
smooth leather sling flats with 
foam cushioned insoles. Black can- 
vas one-eyelet oxfords with white 
rubber soles have sold well for wo- 
men’s everyday activities. Some 
shopping center outlets are mad- 
deningly short of women’s sizes on 
canvas pairs. 
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Suburban teen selling at present 
includes all colors of canvas cas- 
uals and playshoes, with black 
strong; white tennis shoes; white 
smooth leather shell flats; and 
white open-sandal flats. Teen girls 
in St. Louis are buying almost no 
dress pumps right now. 

White bucks on red rubber soles, 
along with black slip-ons in a half 
swirl pattern, make up the best sel- 
ler list for boys. Men’s shops and 
departments are very quiet this 
mid-summer, with casual types 
showing best activity. 

Inexpensive rubber thongs im- 
ported from Japan continue to 
bother some shoe retailers here. 
They indicate that these five-and- 
ten-cent-store sales are disrupting 
their regular casual category more 
this year than ever before. The 
thongs are great favorites with 
young children and teen-aged boys 
and girls in this area. 


Summer Clearance Sales In 
Full Swing at Boston 


SUMMER clearance sales of shoes 
were in full swing in many Boston 
stores during the first part of July. 
Some started late in June; others 
just after the Fourth of July. 

Significantly, however, only a 
small portion of white shoes in store 
stocks was offered at reduced prices. 








The texture of mutation straw—cool and 
summer-like—provides sales impetus in 
the ad above. Boston (four columns). 


Retailers felt they could get regular 
prices for this type of merchandise 
until later in the summer. Sharply 
reduced prices, however, were quoted 
on pastels and on some of the darker 
shades which have sold well since 
early spring. 

The Bonwit Teller store on Berke- 
ley Street confined its early sale to 
one line of fashion shoes: flats, some 
with Queen Anne heels and some 
with 16/8 heels. Styles originally 
priced at $9.95 to $13.95 were offered 
at $7.90, Others were reduced to 
$10.90 from $15.95 to $18.95. Among 
the colors offered were turquoise, 
orange and teal blue. A few whites 
were included. 

All summer colors, including many 
of the bright pastels, were marked 
down by the C. Crawford Hollidge 
store on Tremont Street. Reductions 
averaging more than 25 per cent 
were taken on four lines of high 
style women’s shoes and on one line 
of casuals. Prices ranged from $9.85 
to $19.90 for shoes originally priced 
at from $12.95 to as high as $36.95. 
The store’s advertising stressed that 
while not every color and size could 
be had in all styles, nevertheless all 
sizes were included in the group of- 
fered. Despite poor weather condi- 
tions, a brisk business was done. 

At the Solby Bayes store on Win- 
ter Street it was reported that the 
policy of not having clearance sales 
would be followed this year, as in the 
past. In fact, it was emphasized, 
fill-in orders for summer shoes to be 
sold at regular prices had been 
placed for delivery as late as the last 
week in July. 

White mesh types have been out- 
selling smooth white leathers, it was 
said, and casuals have been selling in 
larger volume than dress_ shoes. 
Darker colors also have been in de- 
mand since late spring. 


Warm, Dry Weather Brings 
Milwaukee Banner Summer 


SHOE retailers are enjoying their 
finest early summer volume in a num- 


ber of years. Warm, dry weather, 
plus the area’s improved economic 
conditions are credited with the high 
level of retail activity. The only dull 
reports stem from children’s shoe 
departments and umbrella salesmen. 

(CONTINUED ON NEXT PAGE) 
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Rainfall is far behind normal figures, 
and most predictions are that the 
summer will stay hot and dry. 

“It looks like we’re set for a good, 
long summer of shoe selling,” shoe 
buyers here agree. 

Widespread optimism of local shoe 
buyers is based on May and June 
sales tallies. Most stores report rises 
of five to 12 per cent to date, over 
last year. 

Inventories are lean, too lean in 
some instances, as the result of 
overly cautious buying. Buyers in- 
form that sales of a number of items 
have already outstripped stocks. Sev- 
eral major men’s shoe departments 
note that their attempts to obtain 
additional immediate shipments of 
hot styles from suppliers have proved 
unsuccessful. 

Moderate priced ladies’ shoes 
ranging from $10 to $13.95 are sell- 
ing at a fast pace all over town. 
There has been a healthy strength in 
the price structure here. Virile sum- 
mer selling has kept prices firm, 
since dealers are convinced that the 
outlook for the balance of the sum- 
mer is good. Price-cutting promo- 
tions prevalent in the early part of 
the year have faded. Cut-price dis- 
count rack stores are promoting hard 
and heavy, but old line dealers claim 
these newcomers to the Milwaukee 
scene have not hurt their sales. 

Whites provide the bulk of the 
sales action in ladies’ shoe outlets. 
Black patents still are holding firm. 
High style shoe outlets are profitably 
promoting mesh shoes featuring 
matching luster leathers. The “big 
ace in the hole” in most ladies’ shoe 
stores, including the fashion salons, 
has been casual footwear. Also help- 
ing to build summer volume in the 
style salons have been high heel, 
backless straw wedgies. 

Men’s footwear sales also compare 
favorably with last year. Ventilated 
leather perforated shoes are very 
popular. “You don’t have to give 
away men’s nylon perfs this sum- 
mer,” says one dealer. Genuine moc- 
casin styles have caught on very 
firmly, for both summer and year 
around attire. Sandals have gained 
considerable popularity. 

Canvas top men’s and boys’ play 
shoes with thick crepe soles have 
fallen considerably this summer. 
Strong items in the past few seasons, 
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these thick crepe sole play shoes have 
been over promoted and under priced 
here. Downtown outlets have been 
moving quite a volume of the new, 
dark brown shades of men’s shoes 
with antique finish stitching. 


Humid Heat Stifles 
Philadelphia Volume 


PHILADELPHIA retailing has 
suffered under the impact of blister- 
ing summer heat. Hard to bear in 
itself, the heat was accompanied by 
high humidity which induced heavy 
perspiration and the desire to stay 
at home and concentrate on keeping 
cool. 

Downtown stores reported traffic 
off as much as 25 per cent. Said one 
men’s retailer, “We are fortunate 
downtown in having what you might 
call a ‘captive trade.’ That is, most 
of our trade has to come downtown 
every day because of their jobs. Had 
we been dependent on men coming 
downtown specifically to shop, the 
heat would have ruined us.” 

In much the same vein, a women’s 
retailer said, “Nowhere do _ shoe 
people follow the weather forecasts 
more closely than we. A break in 
the heat is always the sign for an 
increase in traffic.” 

Neighborhood stores, which have 
battled lower revenues brought on by 
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short sleeve dress 
shirt in wash 

and wear cotton 


she woven wiripe or checked fabric in 
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weight-away shoes for 
cool summer comfort 


21.00 + ~~ 


The shoe and shirt tie-in demonstrated 


above builds the appeal of both products, 
makes shoes look cooler. Dallas (4 cols.). 


the gradual decay of most neighbor- 
hood shopping streets, were further 
hurt by the heat, which seemed to 
virtually sweep the traffic from the 
sidewalks. Suburban outlets, as usual, 
were not greatly affected, possibly 
because of their easy access by auto. 

Some popular types in men’s shoes 
follow: a three-eyelet raglan blucher 
with hand sewn foreparts, square toe 
and close edging, in red tinted brown 
boarded leather, and _ three-eyelet 
raglan blucher with rows of highly 
detailed perforations on the vamp. 
Produced on the baby brogue last, 
this style is available in black and 
tan. 

Other popular styles include a 
three-eyelet mudguard front in 
brown grained calf with an overlay 
stitched close to the sole with two 
rows of very discreet stitching, and 
a four-eyelet V-front closure smooth 
and grain combination. In the latter 
style the entire apron is an oval 
shaped, grained insert. Also grained 
is an overlay extending back on the 
quarter, The shoe is in black. 


Denver Spring, Summer 
Volume Proves Uneven 


“DISAPPOINTING” said some 
shoe retailers in the mountain states 
area, including Denver. “Excellent” 
said others as they reviewed shoe re- 
tail figures from March through 
June and prepared for heavy July 
clearances. A survey of retail stores 
in Denver and neighboring cities has 
shown heavier inventories than usual 
as the post July 4 sales opened, but 
also revealed high optimism for 
heavy sales of summer and early 
fall merchandise. 

“Actually, business has been ex- 
cellent and ahead of last year,” said 
an executive of a large independent 
shoe chain in Colorado, Idaho and 
Wyoming. “But we sell in the mid- 
dle-of-the-road range for all the 
family and that’s where the biggest 
business has been.” 

“Summer started too late,” said a 
leading buyer of better shoes for 
women in Denver. “We went right 
out of the patent into the white sea- 
son and didn’t sell the volume of 
pastels and colors we had anticipated. 
While bones were good throughout 
the city, they did not sell as well as 
we had anticipated. White business 
was excellent but many retailers 
were found with too few white shoes. 
Pinks and yellows were a disappoint- 

(CONTINUED ON PAGE 74) 
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Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 62) 


million initially. The loss, if the de- 
ductions were expanded, could reach 
$3 billion a year, they said. 

Under the measure, professional 
and other self-employed persons 
could deduct from taxes up to $2,500 
a year in funds invested in an ap- 
proved retirement plan. The limit 
in a lifetime would be $50,000. 

The Treasury Department said it 
would oppose any tax reductions 
when it is asking Congress to again 
extend Korean War corporate and 
excise tax rates for another year. 

Spokesmen contend that the re- 
tirement bill “would grant the self- 
employed unique advantages under 
the tax law” which would be denied 
to other people who work for an em- 
ployer. 

The measure has been approved by 
the House, but a stiff fight is coming 
in the Senate. 


Old proposals to create a new gov- 
ernment U. S. Consumers’ Depart- 
ment are being dusted off again. 
Current economic conditions improve 
the possibility of approval. 

Congressional interest is growing 
in finding a method of giving gov- 
ernment more control over the econ- 
omy as a means of combatting infla- 
tion. The Consumers’ Department 
plan, sponsored by Sen. Estes Ke- 
fauver, D., Tenn., is one of several 
suggestions. They range from re- 
storing all-out World War II price, 
wage, credit controls, to government 
controls over the prices of basic raw 
materials, such as steel. 

The Consumers’ Department would 
give to the public a voice in govern- 
ment to match that of the Labor and 
Commerce Departments, its sponsors 
say. 

Mounting concern over employ- 
ment and possible price and wage in- 
creases this summer is stirring con- 
gressional interest in these pro- 
posals. Political leaders say action 
is not likely this year, but could come 
in 1960 if conditions worsen. 


President Eisenhower may be mak- 
ing headway in his fight to halt 
profit-robbing inflation. 

There are encouraging signs in 
two of the prime causes of inflation 
—industrial wage-price boosts and 
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government deficit financing, 

In the current wage talks in steel 
and other industries White House 
pressure appears likely to limit wage 
hikes to productivity increases and 
prevent price boosts. 

Rising tax collections from boom- 
ing business may turn this year’s 
$12.4 billion deficit into a near-bal- 
anced budget next year. 

But tremendous inflationary pres- 
sures will continue. Government 
spending in 1961 will rise by some 
$2 billion, hitting $80 billion. If 
election-year spending gets heavy. 





the total will go up even more. 

The president in public and pri- 
vate talks (such as on June 4 to 
business editors) makes it plain he’ll 
continue to fight inflation. He’s call- 
ing on all businessmen to help him 
keep the dollar from cheapening 
further. 


The U. S. imported $123,000 
worth of leather footwear from Com- 
munist countries in Eastern Europe 
during the 14-month period ending 
in February, 1959, according to the 

(CONTINUED ON PAGE 93) 
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(CONTINUED FROM PAGE 72) 
ment, but that was because of our 
unusually bad weather in March and 
April into May.” 

No retailer on either slope of the 
Rockies was found disappointed in 
casual business, however, and they 
expected to record one of the best 
casual seasons in years in both men’s 
and women’s lines. One retailer said 
that he wished he had bought more 
casuals, both flat and bal oxford 
styles, and more canvas wear. Men 
were buying lightweight styles with 
moccasin toes in preponderance. 
Several retailers said that Father’s 
Day promotions carried through 
into weeks following the actual day 
with increased sales in gore loafers, 
ventilated shoes in woven styles and 
deerskin loafers and low “boots” with 
padded insoles. 

Barefoot open-type-sandals have 
been selling well in many stores in 
white and palomino, from $4.95 to 
$9.95, and patio slippers in gay 
prints have been in demand, both 
open mule and closed skimmer ver- 
sions. Also in the price range of 
$10.95 down to $4.95, best sellers 
have been straw casuals with 21/8 
cork wedge heels, with natural out- 
selling black and white. In the 
higher price category, 18/9 heels 
have been outselling other heights 
in natural, white and black novelty- 
trimmed casuals. 

Straw has been popular in dressier 
items in prices of $18.95 up to $23.95, 
but with clear vinyl covering and 
23/8 heels. White dyeable cracked 
ice cloths in pumps sold well into 
mid-July, when promotions opened 
in the metropolitan centers in rep- 
tiles and summer suedes for women. 
With the earlier-than-usual tourist 
influx in Colorado, many retailers 
said that moccasins, western boots 
and chukka boots for mountain wear 
were selling in volume as early as 
June 25. This type of tourist busi- 
ness is expected to continue. 


Clearances Go On 

Apace at Chicago 
THIS is the height of the clear- 
ance season for retailers in the Chi- 
cago area. All-out sales were an- 
nounced the July 4th weekend, How- 
ever, a good many major shoe stores 
and department stores broke with 
reductions as early as the last week 
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in June. These were chiefly spring 
shoes and did not include whites or 
summer types. 

There is still criticism from some 
retailers of those who break clear- 
ance sales before mid-July. From 
time to time there is an attempt for 
some cooperative program on the 
subject. But it never gains any 
ground. Other retailers take the 
position that merchandising has 
changed, so that early clearances are 
necessary. There’s a feeling that 
consumers buy earlier than they used 
to. If they haven’t purchased whites 
by early July, they aren’t likely to 
do so. At that stage, liquidation of 
stock is more profitable they con- 
tend. 

Transitional shoes are already be- 
ing promoted—and sold. These in- 
clude unlined suedes in taupe or 
black, and black, tan, or navy calf. 
It’s interesting to note that the term 
“transitional” was once used only 
in the trade. Now these shoes are 
presented and advertised as “transi- 
tional shoes.” They are promoted for 
soft accent for dark sheers. A tan 
is promoted as for “vacation-bound 
or summer traveler about town,” 
and also as a “pace-setting brown 
for autumn ahead.” 

Business has held up throughout 
the area. Part of this has been due 
to good weather, the rest to the fact 
that the economy in this section is 
good. The exception is the South 
Chicago, Gary, and northern Indiana 
industrial area. Threat of a steel 
strike showed up in a slight slacken- 
ing in retail trade. 

Father’s Day helped give an extra 
boost to the men’s business, which 








| 3 


| / 
{ 

f 
; 


y 


( 


| 
| 


\ 





The aura of sunshine and glamor sur- 
rounding Italy aids ad construction. Note 
Tower of Pisa, Milwaukee (4 cols.). 


is generally healthy. The event had 
good promotion and brought sales of 
“extra items” such as slippers, cas- 
uals, socks, shoe polishing sets, shoe 
trees, and other accessories, There 
has also been a growing trend to 
purchase of gift certificates. 

Next major promotional effort will 
be on college and back to school 
business. Some department store 
openings are scheduled for the latter 
part of this month. 


San Francisco Retailers 
Seek Multiple Sales 


MULTIPLE sales of summer foot- 
wear are being made by a number of 
San Francisco shoe merchants. They 
are urging customers to buy several 
different types of shoes to go with 
the many kinds of summer and vaca- 
tion activities. 

To help promote this idea Sommer 
& Kaufmann used a half page ad- 
vertisement with the heading “‘Sum- 
mer traveler? Pack S & K’s shoe 
wardrobe.” Below this they showed 
five types of shoes for various sum- 
mer occasions. First was a flat, open 
thong beach model at $5.95. This 
was in natural or black cowhide. 
Next was a white punched pig wedge 
model for riding; then a comfortable 
flat casual in black or white at $8.95; 
the fourth was a white suede spec- 
tator number with brown or navy 
calf trim, mid or high heels, at 
$18.95. The last one was a vinyl 
slipper with a slim, high, decorated 
heel, and open toe with jeweled 
buckle. This carried a $13.95 price 
tag. 

H. Liebes had a three-model appeal 
with a slender heel pump for “dress- 
up,” in black or brown calf at $14.95; 
a comfortable flat heel number for 
sports wear, in black, red or briar- 
wood calf at $14.95; and then a spec- 
tator model in black, red, or drift- 
wood calf at $13.95. 

Several other merchants had simi- 
lar sales appeals all aimed at pro- 
moting multiple sales for vacation 
and summer wear. Much of the em- 
phasis is on coolness, and open mod- 
els and soft materials are stressed. 
Whites are moving well in flats, cas- 
uals, spectators and pumps. 

Heels are receiving a lot of atten- 
tion. For a time the promotions all 
emphasized the tall, slender, stiletto- 
type heels, but now every shoe mer- 
chant is offering his customers at 

(CONTINUED ON PAGE 95) 
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Manutacturing News 





St. Louis 


PRODUCTION at St. Louis is near capacity and zooming 
along to meet delivery schedules. A few transitional shoes 
have already been shipped out. Shoes to fill the substantial 
volume of orders which retailers placed as late as June 1 
for August delivery are moving through lines steadily. Pro- 
duction is reported as running ahead of last year by a com- 
fortable margin. Some manufacturers, it is understood, have 
“all the business they can handle.” 

Early fall trends have been fairly well established. In 
women’s dress footwear, black shoes are representing about 
75 per cent of most orders, which is just about in line with 
last year. Although nowhere near to black in importance, 
the brown family appears to be slated for extra interest 
in mid-price shoes. In brushed leather tailored and sports 
shoes, orders for gray are up over last year, along with 
neutral greens and some mustard gold. The popularity of 
reds appears to have slackened. 

Promotional news continues to come from the boot field. 
The more casual types on flat heels have out-sold mid-heeled 
patterns. High heeled women’s dressy boot patterns are 
considered by manufacturers as extra-pair sales for retailers 
for the coming fall, and are merchandised as such. They 
are not expected to reach volume selling. 

Volume orders in the popular price bracket are concen- 
trated on the tailored-look women’s pairs of brushed or wax 
finished leathers with medium or low heels, stacked or 
simulated stacked. This segment of the casual business is 
predicted to be big for fall retail, judging by orders received. 

Smooth leathers are accounting for a greater share of 
boys’ and young men’s orders than they did last year. The 
moccasin vamp continues strong, with single swirl patterns 
gaining in importance. Orders for black are up over last 
fall’s high level, and account for as much as two-thirds of 
all boys’ orders for general line houses. 

A four-day convention of Brown Shoe Company’s franchise 
stores will be held at the Statler-Hilton Hotel in St. Louis 
from July 26-29. A similar meeting, planned for June in 
Palo Alto, Calif., was cancelled. 


New York State 


Upstate New York shoe manufacturers have operated at 
a brisk rate in recent weeks and it seems inevitable that sales 
and profits for the first half of the year will show good gains. 

Part of such increases undoubtedly result from the great 
improvements in general business conditions, but some shoe 
executives would like to believe that their companies are 
benefiting from realistic, aggressive merchandising policies 
and production know-how which they have put into effect. 

The explosive hide and leather situation coupled with per- 
sistent inflationary trends in manufacturing forced the gen- 
eral price increases which are still upsetting much of the 
shoe industry. 

Some spokesmen for manufacturers credit the upsurge in 
orders to higher factory prices. Producers give convincing 
arguments why shoe prices cannot come down and probably 
will go up more. But manufacturers note there are quite a 
few retailers, big and small, who are not really convinced 
and are deferring some orders to see what happens. 

Curiously enough, it is reported that certain retailers who 
bought liberally this spring in contrast with a year ago have 
misgivings as to how customers will react to higher prices. 
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Manufacturers, too, are keeping a wary eye on public 
buying patterns, but so far have been unable to reach any 
very definite conclusions. 

The northeastern part of the country continues to lag in 
shoe sales, factories and retailers both report. Fortunately, 
other areas find business easier to come by. 

Small and moderate size shoe manufacturers view with 
concern the continuing tendency of the big factories to ex- 
pand their sales by buying retail stores. In this area numer- 
ous shoe departments in department stores are also being 
leased by subsidiaries of the largest manufacturers. 


New England 


DESPITE a seasonal slow-up in the receipt of new orders, 
New England manufacturers of women’s shoes seem certain 
of near capacity production at least until August 1. Some 
report having backlogs which will carry them even beyond 
that date. Early buying of fall shoes by chains, mail order 
houses and large department stores is, of course, responsible 
for this healthy condition. Still to come are orders from 
most of the smaller retail outlets. 

Factory salesmen have completed their first trips around 
their territories and will not be on the road again until some 
time after the close of the Leather Show early in August. At 
that time, in addition to fill-in orders on fall merchandise, they 
expect to book advance business on early spring styles. To 
date, very little of this business has been booked although 
active interest has been shown in the newer patterns and 
colors, and manufacturers have sampled heavily on leathers 
and fabrics displayed at recent openings here in Boston. 

Manufacturers, however, are not gambling on materials. 
They expect to buy leather only when buying is justified by 
orders received. This has contributed to the current quiet- 
ness in the leather market. Even though quiet, there has been 
no indication of lower prices. In fact, there is an undertone 
of strength. 


Chicago 


PREPARATION for the Leather Show brings with it pro- 
jection for spring. Production is concentrated heavily on fall 
shoes, but creative thinking is devoted to spring. There 
has been a good bit of sampling by manufacturers in advance 
showings throughout this part of the country which means 
lines are beginning to take some form. 

Meanwhile, fall business is good. Most factories are run- 
ning slightly ahead in orders over a year ago. Most sales- 
men have had their second trips. Mail order business has 
been active. 

The uncertainty in the leather market is reflected in shoe 
manufacturing. It means most manufacturers are exploring 
substitutes to a greater degree than ever at this stage of 
spring planning. They are definitely looking for ways to 
cut costs, because price increases begin to loom as a problem. 
Many are now considering new treatments of the poorer 
grade of leather. There has been some rather good interest 
in the new print processes used to cover up blemishes. 

Some large leather firms are speculating in off-whites and 
pastels in the cheaper grades. Others are going into exotic 
prints of metallics, stripes, spots, and other unusual effects. 
These will probably appear in the popular price range, all 

(CONTINUED ON FOLLOWING PAGE) 
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the way from flats up to very high style women’s shoes. 
There are some side leathers being treated so they can be 
used three ways: the flesh side, the grain side, and in combina- 
tions. It is predicted that there will be a good many printed 
crushed, textured, and grain prints in all types of shoes. 

The current price problem in calf has proved a boon to 
manufacturers of other grades. It has meant that research 
for methods of improving such leather has been accelerated 
much more than usual. However, it is also pointed out, that 
demand in this category is pushing prices up. The next crisis 
may well be in this field. 

Meanwhile calf tanners remain somewhat conservative. 
There is little radical experimenting. Most tanners are stick- 
ing with the basic colors. The period may also see some calf 
houses venturing into other grades. Specialization has already 
proved costly, and its day may be ended. 


Los Angeles 


M any manufacturers in Southern California feel the shoe 
industry is somewhat like the stock market. With the un- 
settled leather prices there is almost an hour by hour change 
in quotations. Predictions as to the future are like the 
waves of the sea, they begin with the sound of authority 
and then fade to nothing. The only thing that seems to be 
certain is that the prices will rise, not fall. It is true that 
for moments at a time there is a small price reduction but it 
quickly jumps back up stronger than ever. 

Retailers do not seem too disturbed by the confusion, they 
are ordering only what they feel are their immediate needs. 
There has been very little attempt to load up against further 
price rises. They seem to shrug their shoulders and figure 


| as long as they can give the customers a good product they 
| are justified in the increased price tag. 


Manufacturers have found there is little percentage in 
reducing the quality of their merchandise by lowering pro- 
duction standards and maintaining the price level. Retailers 
simply won’t go for it. They want the same merchandise 
they have been getting all along and refuse any change 
unless it’s for the better. 

The mortality rate among medium end shoe manufactur- 
ers here, both small companies and those who are in the 
big bracket, is a little startling. Of course, some of the 
larger older firms who have planned carefully, kept their 
stylings on a progressive path, used wise promotion and 
advertising are doing a fairly good business. Even then. 
they are on the constant watch to eliminate any waste in 
material and manpower. 

Business in general is holding its own. Resort areas are 
doing a thriving business in casuals which is the meat of 
most of our Southern California manufacturers. 


Arrear View Mirror 


At the suggestion of his accountant, a New York City 
doctor is using him as a sort of whimsical middleman before 
turning his overdue accounts over to a collection agency. 
The accountant sends out the bill to the patient with an 
informal note attached: “As a physician, Dr. ....... is 
very interested in helping you to stay healthy. As an ac- 
countant, I am very interested in helping Dr. .... s 
accounts maintain some semblance of working order. Won't 
you please aid this function by a remittance with this long 
past-due bill?” 


One secretary speaking to another at a coffee break: “He 
may look like an expense account, but he spends like a 


minimum wage.” 
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1960 Classic 
(CONTINUED FROM PAGE 53) 


ing and giving it “breathability,” we are told, has greatly 
increased its over-all popularity. In the same way, but 
for another reason, the washable white leathers give 
added selling appeal to white, already very strong for 
the summer of 1960. 

White, off-white and pale neutrals look very right in 
glove leathers, of which there will be plenty about for 
more casual types. Pigskin, too, fits into this picture. 
And all the white leathers—with a revival of suedes— 
are a part of that most classic of shoes, the spectator in 
white with tan or navy blue or black or possibly an off- 
beat beige for trim. And speaking of navy blue, several 
tanners predict the strongest demand in this color for 
the “true” navy blue rather than the lighter, brighter 
color that has been so much talked about the past year 
or two. 


1960 Fabrics 
(CONTINUED FROM PAGE 57) 


We acknowledge with appreciation the cooperation of 
leading fabric houses in providing us with advance in- 
formation and swatches for the preparation of this 
article: A. S. Burg Co.; Gilbert Freeman, Inc.; Gitter- 
man & Co.; Majestic Fabrics, Inc.; J. M. Perkins & Co., 
Inc.; Charles I. Rockmore, Inc.; Shain & Co. and the 
National Shoe Fabric Association. 


Gilded Ad Draws Curious 


PHOENIX, ARIZ.—A full-page newspaper matrix, from 
which a “Famous National Brands” ad had been cast, was 
converted into a clever, eye-catching display in the family 
shoe department of Diamond’s Department Store here. 

The matrix was mounted in a picture frame, placed on a 
three-legged easel, and sprayed with gold paint. As a salute 
to the top nationally-advertised brands carried in the shoe 
department, it was displayed at the department entrance, 
with a small sign above pointing out, “Salute To Famous 
Brands.” 

Finished in glittering gold in this way, the display created 
much curiosity, according to Orral Brown, shoe buyer for 
the plush department store. “Many people stopped at the 
easel to scan the matrix, and to read the copy impressed 
into the surface,” Mr. Brown said. “We explained how a 
matrix is used to cast the metal plate from which our ads 
are printed, and pointed out a list of some thirty top brands 
running down the left side of the page. The stunt gave us 
an opportunity to familiarize many people with the brands 
we carry.” 

Long, low display gondolas to the right of the gold-sprayed 
matrix were used to display typical footwear styles in each 
of the brands emphasized in the display. 


The wealth of doctors and the poverty of patients are often 
equally exaggerated. 
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Underlying Principles of Merchandise Control 


(CONTINUED FROM PAGE 59) 


If the merchandise is really 
needed in the overbought month, 
nothing is gained and much is lost 
by postponing delivery. The answer 
probably lies in the twin problem 
and twin solution discussed in the 
June 1st issue. The time has come 
for a fractional distillation of open- 
to-buy on the one hand and for a 
move to clean some sludge out of the 
reservoir on the other hand. 

Mr. Likely found himself in that 
position for the month of February, 
due to certain excess stocks like that 
of black suede shoes in the Women’s 
Dress category. Markdowns started 
earlier, while black suede was still 
in good demand, might have cleaned 
up the situation at minimum cost. 
By February it was somewhat late 
because the demand would be dimin- 
ishing rapidly and strong price 
changes might have to be taken in 
order to move this merchandise. 

Under the circumstances it could 
be advisable, space and finances per- 
mitting, to carry the excess as sludge 
in the reservoir until the black suede 
season opened again. Electing to do 
this, Mr. Likely would have to raise 
the inventory plans for the next few 
months in those groups wherein 
black suede formed an element. In 
this way he could accommodate or 
contain the error without affecting 
open-to-buy in the group. Or he 
might carry the group controls in an 
overbought condition with a nota- 
tion explaning the cause. Many pre- 
fer this latter method because it 
serves as a constant reminder that 
a liquidation problem remains to be 
solved. 


Whatever the means, it is neces- 
sary to recognize, protect and give 
effect to the true open-to-buy as re- 
flected in such categories as black 
calf, patent leather or in children’s 
shoes. For open-to-buy is a mandate. 
Merchandise control may be restric- 
tive in the sense that it seeks to pre- 
vent over-stocking. But it is equally 
impelling in the sense that it seeks 
to prevent under-stocking. 

The need for fresh merchandise 
may develop from hour to hour or 
day to day as goods flow from the 
reservoir through the cash register. 
But many potential factors prevent 
the merchant from ordering with 
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such high degree of frequency. More- 
over, this is a subject about which 
one cannot generalize, although com- 
plex formulae have been developed 
for determining optimum order 
points under certain circumstances. 
For practical purposes the art of 
timing orders becomes a compromise 
between two limits: 

a. the need to order early enough 
so that there is enough time 
to get delivery when needed; 

. the need to wait as long as pos- 
sible so that ordering may be 
done with optimum accuracy. 

In choosing between the alterna- 
tives, it may be said that under or- 
dinary circumstances, error should 
be made in the direction of ordering 
a little too soon. 

An overstocked position often re- 
sults from dilatory placing of orders 
against planned receivings, or from 
failing to get delivery as promised. 
The effect is the same in either case. 
Mr. Likely’s excess of black suede 
may have resulted from shipments 
which came in after the peak of the 
holiday season even though the or- 
ders were written for delivery be- 
fore the peak. The result was a loss 
of sales at the time the goods were 
needed and a liquidation problem 
later in a time of declining demand. 

The next article will discuss the 
place and mechanics of different 
kinds of merchandise control, with 
special reference to unit controls. 


Nordstrom’s, Seattle 
Completes Expansion 
(CONTINUED FROM PAGE 64) 


are taken to the desk, where wrap- 
pers provide mates. 

In the stock room, all shoes are 
out of their boxes and lined up on 
shelves so that they can be picked 
up by sight instead of by number. 
They are arranged by size and color. 

Special purchases “sweeten” the 
self-service stock, which serves as an 
outlet for the 17 stores owned by 
Nordstrom’s. Discounts of from 15 
to 50 per cent are advertised. In 
this department, Nordstrom’s has 


gone after a different clientele than 
it has ever had before. 

In remodeling the main store, a 
happy medium was achieved between 
the Park Avenue luxury style and 
the modern Eames school of decora- 
tion, with a touch of contemporary 
Pacific Northwest (with Oriental 
feeling suggested by simplicity). 

A golden, inviting mood is created 
in the first floor style salon by bam- 
boo colored walls and airy silk drap- 
eries. The Pacific Northwest look 
is heightened by a large wall mosaic 
of pebbles from beaches in the re- 
gion. Artist Jean Johansson also 
made pebble-design pulls for the en- 
trance doors. 

Pedestal chairs and tables have 
been used in this first floor salon, 
with other such nuances as amber 
lights set in the room divider dis- 
play fixtures and Japanese silk wall- 
paper. Natural teak was used in the 
fixtures. 

The men’s department is also on 
the first floor. Teak, considerably 
darkened, is also used here, with 
red accents and black leather chairs. 
Doorways are hung with U. S. Rub- 
ber’s Naugahyde, black in the men’s 
section and beige in the ladies’. 

On the second floor, the casual 
shoes, children’s and high-heel shoes 
for misses were rearranged for a 
fresh look. Citron yellow, lacquer 
red and cerulean blue were used in 
the children’s department, with blue 
the basic color. Lighted shelves on 
a wall running the length of the de- 
partment gave a wide area for dis- 
play. 

The casual department is deco- 
rated with a touch of the “twenties,” 
with yellow, red and blue beads as 
room dividers from the children’s 
department. 

Periphery areas throughout the 
store are used for stock, and the 
mezzanine is used for stock and buy- 
ing space for the men’s department. 
The third floor of the building, 
which formerly housed a jeweler, 
was also taken over for stock and 
much of it is used for men’s shoes, 
thus implementing the vast size 
range carried in men’s lines. 

For customer convenience, credit 
accounts are on the Charga-Plate 
system which is also used by the 
local department stores and is a 
great sales stimulant for customers 
accustomed to this form of credit. 

(CONTINUED ON PAGE 84) 
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Nordstrom’s, Seattle, 
Completes Expansion 
(CONTINUED FROM PAGE 82) 


Advertising is discussed at a 
weekly buyers’ meeting, attended by 
the Nordstroms and Ruth Foley of 
Martin and Tuttle, the advertising 
agency which has worked with the 
Nordstroms for 12 years. This is an 
“idea” session, as well as one for 
slating advertising, with everyone 
reporting what is going on in the 
different departments. 

Buyers have the same freedom as 
those in a large metropolitan depart- 
ment store. The principal difference 
is that buyers at Nordstrom’s can 
share their experience with other 
buyers selling the same type of mer- 
chandise. Buyers have freedom of 
choice in buying and advertising, so 
that the organization is flexible. 
Promotional merchandise can be or- 
dered and advertised with the time- 
liness necessary for sales. The Nord- 
strom’s attribute much of their suc- 
cess to the fact that anyone can be- 
come a buyer and rise in the organi- 
zation. 


Business Organized in 1901 


Nordstrom’s was founded by John 
Nordstrom, who came to the United 
States from Sweden in 1887 and 
to Seattle in 1889. For ten years 
he worked in and around Seattle and 
spent two years in the Yukon. In 
1901, with Yukon earnings, the 
firm of Willin and Nordstrom was 
launched in the shoe business. The 
first day’s receipts were $12.50. In 
1929, when the sons bought the busi- 
ness, the name was changed to 
Nordstrom’s, Inc. The phenomenal 
growth of the store has taken place 
in the last nine years. In turning 
the business over to his sons, John 
Nordstrom made the stipulation that 
they should return it to him if they 
could not make a go of it. The sons 
pay tribute to their father, who let 
them take over in fact as well as in 
title. In the third floor suite of 
offices is an office for the founder, 
although he is no longer active in 
the business. The third genera- 
tion is represented by Everett’s son 
Bruce, who is manager of the Uni- 
versity branch store. 
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have stayed on indefinitely but for 
the fact that his father became ill 
and he had to return home. 

At about this time, he was off on a 
different tangent. He became inter- 
ested in aviation. Opened a flying 
school—an independent civilian pilot 
training course which was later 
taken over by the Army and became 
a part of the basic aviation training 
program. All this was prior to the 
Pearl Harbor disaster. He immedi- 
ately made application to join the 
Air Transport Command and came 
East to await his orders. He didn’t 
make it, because of poor eyesight. 
Disappointed, he tried other services 
but finally had to concede .. , his 
contribution would be less active but 
none-the-less effective. All during 
the war, he served on the Advisory 
Committee of the War Production 
Board. And to this very day, he is 
still serving his country ... asa 
member of the National Defense Ex- 
ecutive Reserve—subject to call in 
the event of war. 

Since he couldn’t work directly for 
Uncle Sam, he joined La Marquise 
Footwear. It was a family inter- 
est ... (Harold and Charles Gessner 
—together with Charles’ father-in- 
law, Hermann Weinberger) .. . ac- 
quired in 1938 from the owner and 
founder, Emile Landau . . . who had 
transferred his small company from 
his native France to America just 
prior to World War II. 

La Marquise is still the parent 
company, with manufacturing plants 
at Lowell and Lawrence, Mass. Oom- 
phies, Inc., was created as the sales 
branch in 1943 and moved from 
Varick Street to the Empire State 
Building in 1949. Harold’s brother, 
Charles, actively joined the company 
about four years ago. He is in charge 
of production and all the administra- 
tive affairs at La Marquise factories. 
He succeeded Hermann Weinberger, 
who was president of La Marquise 
and headed the promotion end of the 
business. Mr. Weinberger is now re- 
tired but remains as chairman of the 
board. Harold is president of Oom- 
phies, Inc., as well as vice-president 
and secretary of La Marquise. 

With this thumbnail sketch of the 
company taken care of, we can re- 
sume the Harold Gessner saga. He 
started in the sales department. Sub- 


sequently, he was made sales direc- 
tor—responsible for all sales, both 
here and abroad; and then president. 
In addition to Canada, overseas li- 
censes include South Africa, Au- 
stralia, New Zealand. Negotiations 
are under way to add Brazil. 

In 1942, when Harold went into 
the business, slippers were a one- 
season industry . . . October through 
December, when about 90 per cent of 
the slippers were sold. At the end of 
the holiday season, retailers put 
their stock away until the next year. 


Built First Slipper Bar 
With ingenuity, persistence and 
pace-setting, Oomphies changed all 
that. Shifted the percentages to 35 
per cent during the first half of the 
year and 65 per cent for the last six 
months; and proved that they could 
develop a product that the consumer 
would buy twelve months in the year. 

As Harold Gessner says: “The 
first thing we did was to determine 
what kind of slippers Oomphies 
could make best. We decided to con- 
centrate on fabric shoes . . . which, 
by the unique nature of their manu- 
facture, could result in a product of 
better value, in a price structure 
that would make it attractive and 
competitive with leather shoes, 

“We built the first Slipper Bar 
and showed how effective, attractive 
and profitable their slipper depart- 
ment could be. 

“T think the biggest success we 
had, was when we recognized the 
‘At-Home’ shoe business first .. . 
when slippers were moved into an 
entirely new category. That is when 
we related footwear to clothes . 
anticipated the trend toward the ‘At- 
Home’ costume... . the tapered pants 
or the full swirl skirts . . . tailored 
or gala and glamorous. The old tra- 
ditional slipper simply didn’t look 
right with these clothes. So... we 
made slippers that would best com- 
plement them. We gave the slippers 
an air of elegance and excitement... 
trimmed them with jewels . . . made 
them of wonderful fabrics and in 
jewel colors. ... And we called them 
‘At-Home’ Shoes, 

“The next thing we recognized 
was that the shift from urban to sub- 
urban living was going to alter the 

(CONTINUED ON PAGE 86) 
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“My work at the hospital keeps me 


on hard tile floors, At the day's 
end my feet used to be quite sore 
until RIPPLE® Sole. Now | seem to 
walk on a deep, soft carpet! Many 
thanks!" 


“As a waitress, | average about 11 
miles of walking each day... 
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comfort until RIPPLE® Sole! I've 
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them, tool” 


“I've never written a ‘thank you' 
note on a product before... but 
here's my word of appreciation for 
more comfort and less fatigue at 
the end of my day!" 


Clinic Shoe by 
Juvenile Shoe Corp, of America 


b> “The doctors for whom | work are bi ; ting iis 
~ on their feet all day. They tell me oi Ie : 


“g their RIPPLE® Sole shoes are a mn sn 
wonderful.” a l - | 71 
” A - , ——_ 
nine! dg i 


Take a tip from the people who know most about foot comfort 

. .. those who stand long hours on their feet every day... 
doctors, barbers, beauticians, dentists and nurses. These men 
and women** write us... by the hundred . . . that RIPPLE® Sole 
is the MOST IMPORTANT INVESTMENT THEY'VE EVER MADE! 


IT CAN BE THE MOST IMPORTANT ONE YOU'LL MAKE, TOO! 


Inquire about RIPPLE® Sole . . . white or in colors . . . biggest 
news in shoes today! 


TIE-IN NOW .. . with BIG RIPPLE® Sole AD CAMPAIGN PRE-SELLING MILLIONS! 


Write for YOUR FREE SALES AIDS .. . TODAY! 
ai diecibitiata i BEEBE RUBBER COMPANY 
~< ipple Sole Corp, 


**Nomes on request NASHUA, New Hampshire 


July 15, 1959 





Profile * * * * Harold Gessner 


(CONTINUED FROM PAGE 84) 


habits of people .. . their mode of 
living and the clothes they wore. 
Casual living would require casual 
clothes and shoes. That was when 
we originated our ‘CLOUDHOP- 
PER.’ It was the perfect kind of 
footwear for suburban living and 
has accounted for a constant upward 
curve these past five years ... an 
increase of 40 per cent over last 
year. Once we got the stores over 


the hurdle , . . convinced them they 
could sell these fashion fabric shoes 
(despite the fact that they were 
higher priced than the garden vari- 
ety, rubber-soled footwear) for a 
definite purpose . . . we were all set. 
Since our ‘CLOUDHOPPERS’ were 
introduced in 1953, we have in- 
creased production about six times. 
Our total daily production in our two 
factories is 8,000 pairs as against 
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the production we started with—of 
about 700 pairs—in 1940. 

“Take our ‘Hook and Eye’ ribbed 
bottom boot. We experimented and 
tested for three years before we 
were satisfied that it was right and 
introduced it in its present form. It 
started the whole ribbed sole trend.” 


There are other “firsts” too nu- 
merous to mention. The important 
thing was to recognize the trend, its 
direction and to make the most of it. 
Harold Gessner is a strong advocate 
of provocative and interesting dis- 
plays. The mobile display that greets 
the visitor to the Empire State office 
is proof of this conviction. He be- 
lieves, too, in showing the shoes on 
live fashion models . . . rather than 
shoe models; and holds a seasonal 
fashion show once a year. 

As to Harold Gessner’s philosophy 
about business. He states it simply: 
“I don’t think that the elements that 
make for success have anything to 
do with secrecy . . . keeping opera- 
tions under wraps. It has to do with 
your ability to make things a little 
more imaginatively or perhaps a lit- 
tle better than the next fellow. I be- 
lieve in the soft sell .. . not the hard 
sell. In the understatement, not the 
overstatement. I believe in the ex- 
change of ideas. And I believe that 
the successful business man has an 
obligation to his community and to 
his industry.” 

Harold has lived and practiced 
this code. When he first came into 
the slipper business, he joined the 
Slipper Manufacturers Association. 
Became its president and held that 
office for five years. He is a director 
of the National Shoe Manufacturers 
Association and is vice-chairman of 
the National Shoe Institute. As we 
mentioned previously, he is a mem- 
ber of the National Defense Execu- 
tive Reserve. He has been an active 
participant in the shoe industry’s 
conferences in Washington on the 
important tariff and import prob- 
lems. He is of the opinion that 
“There is a gradually changing atti- 
tude on the part of some of the legis- 
lators that a completely free trade 
philosophy is not realistic in today’s 
world. Somewhere between the old 
protective tariff and free trade lies 
the solution for those industries that 
might be seriously affected by the 
low price competition from Asian 
products . . . plastic and mechani- 

(CONTINUED ON PAGE 88) 
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cally made. As far as shoes are con- 
cerned, I believe that if extrusion or 
injection molding machines can run 
effectively in Japan and produce the 
cheap shoes ... if it becomes an 
issue, they will be made in the 
United States—more efficiently and 
more effectively. 

“I am not too alarmed about these 
footwear importations. For the 
short term, it may be that some seg- 
ments of our industry may be af- 
fected; but in the long run, the 
United States can meet and over- 
come the competition of mechani- 
cally made shoes. 

“The impact of hand skills and 
craftsmanship is another matter. 
They will always have a place... . 
With fair tariff levies and quotas, 
they can be contained. Take Italy, 
for example. Her contribution to 
American styling —both in men’s 
and women’s shoes—has given the 
United States a lot more dollars than 
Italy ever got from us for her shoe 
exports.” 


Active in Community Work 
Harold Gessner comes by his in- 
terest and activity in civic and com- 
munity affairs for his 
father was a great community and 


naturally, 


state leader. He is a member of the 
Board of Trustees of the Hospital 
for Joint Diseases and this, in turn, 
has given him a great deal of ac- 
tivity in all hospital and community 
work. He has been chairman of 
every charity drive in his branch of 
the shoe industry, over the years. 

As for family, Harold and his 
wife, Shirley, live in New York City. 
They spend their summers in West- 
chester, near their club, Fairview. 
They have two children—a son, who 
is eleven years old and a daughter, 
nine. They belong to the Metropoli- 
tan Museum, Modern Museum and 
the Whitney Museum. Make all the 
openings! After forty years of play- 
ing golf and playing it well, Harold 
has lost interest in the game, He 
prefers tennis—because it is a fam- 
ily game; and their mixed doubles 
are really happy affairs. 


Styling Detail Will Be Emphasized 
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and trims, as well as over-all for 
uppers. Chairman of this Commit- 
tee is Irving R. Segal, vice-president 
and general manager of Middletown 
Rubber Corp. 

Lasts: The single needle-toe last 
will continue its front-line position 
for spring, and with the double- 
needle still fairly strong. The oval 
toe is receiving much sampling in- 
terest, but as yet is “experimen- 
tal.” Other new developments mov- 
ing in are the Italian square toe 
with small, soft wall; the open-toe 
open-heel last in all heel heights; 
the Mandolin toe. Chairman of the 
Committee on Lasts is Joseph Hen- 
drick, vice-president of the Last Di- 
vision of Vulcan Corp. 

Shoe Trimmings: As spring shoes 
express cool, elegant simplicity in 
muted colors, trimmings will tend 
toward tidiness, the subtle and deli- 
cate. There will be small braided 
accents—some metallic or plain or 
textured. Braiding will be strongly 
featured in women’s and children’s 
street and dress shoes. Over-all, 
trims will be subdued, quiet-toned. 
Chairman of the Committee on Shoe 


Trimmings is A. E. Martin, Pero & 
Daniels, Inc. 

Shoe components: Major strides 
in technology are rapidly bringing 
on new types of insoles, counters, 
box toes and other basic shoe com- 
ponents, stemming from materials 
research. Several new developments 
to be seen now place emphasis on 
new lightweights, longer wear, 
greater flexibility and important 
economies. Chairman of this Com- 
mittee is Henry P. Clayman, Philip 
Clayman & Sons, Ince. 

States Mr. Schlakman, general 
chairman of the Allied Show, “The 
estimated $8 millions being spent on 
research and development by the al- 
lied shoe trades is bringing on a 
steady and enlarging flow of new 
and improved products. It is one 
reason why the Allied Show has now 
become the launching site for so 
many of the new products and ideas 
in seasonal shoe styling. The $400 
millions allied shoe trades industry 
has developed into more than a 
source of basic supply; it is making 
a very substantial contribution to 
footwear styling and merchandising 
through its creative efforts.” 





Return to Yesteryear 


Framed against proverbial "wheel of 


fashion" are "Jet-age boots derived 
from popular numbers of grandma's day," 
designed by Pan American Modes, Inc., 
of Miami. Clockwise around wheel, from 
top left: the "Bandstand," a silk suede 
with Cossack cuff; the “Harlequin,” with 
black patent leather trim on bright 
plaid fabric; the "Kicker," with a flare 
suggesting the wings on Hermes’ heels, 
and the “Ronnie,” lined with soft-fleece. 


‘Simple, Sophisticated’ Styles 
Highlight Gernreich Showing 

NEW YORK—An informal show- 
ing of clothes and shoes designed by 
Rudi Gernreich, held recently at the 
Algonquin Hotel here, revealed this 
California designer’s interesting use 
of color, material and line in simple 
but sophisticated casual styles. 

In clothes this characteristic was 
seen, for example, in a fur-lined 
vicuna coat over a matching suit 
with sleeveless jacket or the black 
and white check cape-coat or the un- 
usual effect of a tweed suit with 
ruffled skirt. 

In shoes flat heels held, of course, 
an important place. “Sophisticated 
flats,’ as Miss Jimmi York noted. 
Even more characteristic were the 
Gernreich-designed “slouch heels.” 
A leather barrel heel was shown on 
a shoe entirely closed with the ex- 
ception of the shanks, a favorite de- 
vice of this designer for making a 
shoe that is both closed and open. 


These shoes are part of the Saval 
operation, a division of Genesco. 
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Johnstown Tanning Corp. 
(Division of Fleming-Joffe, Ltd.).... 106 


Leather Show List of Exhibitors 
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Kirstein Leather Co. 
Korn Leather Co., Inc. 
Kroy Tanning Company, Inc.........-- 


Company Guimenn & Co., Inc. .........5.....; 


S. B. Foot Tanning Co. .............. L. H. Hamel Leather Co., 

Thomas B. Harvey Leather Co 

Hebb Leather Co., Inc. 

Hecht American Corporation 

Hiteman Leather Co., Inc. 

Horween Leather Company 

Howes Leather Company, Inc. 
(American Oak Chrome Retan Div.. 

Hoyt & Worthen sg 4 SO <. se: 

E. Hubschman & Sons, | 

Hunt-Rankin Leather Co. 


A. C. Lawrence Leather Co. 12-14-15 
Legallet Tanning Co. ..........-+---- 33A 
G. Levor & Co., 

J. Lichtman & Sons 

Loewengart & Company 

Hermann Loewenstein, Inc. 


A. F. Gallun & Sons Corp. 
Garden State Tanning, Inc. 
Geilich Tanning Co. 

General Split Corp. 

Gilbert Tanning Co., 

Goniprow Kid Co., Inc. .. 
Gordon-Gruenstein, Inc. 

John Gorvers Company, Inc. 
Granite State Tanning Co., Inc. 
William Greiner Co. 

The Griess-Pfleger Tanning Co. 


N. H. Matz Leather Co., Inc 
W. Milender & Sons, Inc. 


R. Neumann & Co. 


Irving Tanning Company, Inc 
The Ohio Leather Company 





Pfister & Vogel Tanning Co. 
Prime Tanning Co., Inc. .. 


A. H. Ross & Sons Company 
Fred Rueping Leather Co. 
Russell-Sim Tanning Co. . 


Seal Tanning Co., Inc 
Seton Leather Company 
Shrut & Asch Leather Co. 
Slattery Bros. Tanning Co. 
South Leather Company 
Steinberg Bros., Inc. .. 
Superior Tanning Company 
Surpass Leather Co. 


Shaw has always offered quality men’s shoes, 

priced in the volume range where retailers and 

consumers alike look for a sensible price and 

REAL VALUE! Retailers know they can depend 

on Shaw for these things, plus delivery of 
shoes when they want and need them! 


Our unique Trade Builder way of 
supplying you with OVERNIGHT serv- 
ice from the over 60 Shaw dis- 
tributors in every section of the 
country, gives you low invento- 
ries and high profits and 
SHOES WHEN YOU WANT 


Tan-Art Company, Inc. 
Albert Trostel & Sons Co. 


United States Raw Skins Tannocs, Inc. 
United Tanners, Inc. pe 


Verza Tanning Co., Inc. .. 
Waljon Leather Co., Inc. 


Winslow Bros. & Smith Co. ..... ee 
Witch City Tanning Co., Inc 


SENSATIONAL NEW VELCRO® “TOUCH AND CLOSE” FASTENER, 
ebony black leather, plain toe, leather quarter lining, TWILL 
LINED VAMP, steel arch, right and left quarters, Nuclear out- 
sole, rubber heel, on our No. 15 Combination last. IN-STOCK 
to retail profitably at $10.95-$11.95. 
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THEM! Regular NATIONAL 
ADVERTISING in leading 
men’s magazines pre-sells 
your customers for you — 
makes your selling job 
that much easier. 


Perhaps you too would 
like to join the constantly 
growing list of Shaw re- 
tailers, who are enjoying 
Steady sales at good 
mark-up, and building 
their business on Shaw 
quality and service! 





Low Wages ‘Scare Away’ 
Young Workers, Union Says 

BOSTON — “Low-wage employ- 
ment standards” are causing a short- 
age of both skilled and younger 
workers in shoe factories, the Boot 
and Shoe Workers’ Union, AFL- 
CIO, has charged. 

The union claimed that the wage 
level, coupled with unsteady em- 
ployment and job insecurity, is 
“scaring away” the young to other 
industries. 

“The shoe industry’s shortsighted 
wage-employment policies could re- 
sult in a shortchanging of the pub- 
lic,’ said the union. “Good shoes 
can’t be made consistently by un- 
skilled, unqualified employees.” 

Shoe factories are top-heavy with 
older workers, the union said, par- 
ticularly those in the over-50 age 
group. John J. Mara, union presi- 
dent, said the older workers, how- 
ever, are discouraging their children 
from entering the industry. 
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Canadian Sales Spur 


WINNIPEG, MANITOBA — Af- 
fleck Shoes, Ltd., Winnipeg retailer, 
is drawing customers to its chil- 
dren’s department downtown by 
lending out collapsible baby strollers 
to mothers. 

The strollers, available free, can 
be taken from the store by mothers 


Young Susan Fardoe of St. James, Mani- 
toba, gets a ride in one of 12 strollers 
available for borrowing at Affieck's in 
downtown Winnipeg. The service has 
proved to be a volume-booster for 
store's children's department. 


who wish to shop in other downtown 
stores. 

Manager Doug Handley has been 
satisfied with the results of the ser- 
vice, the first of its kind in Greater 
Winnipeg, which has a population of 
almost 440,000. 

“Suburban stores springing up in 
the new residential suburbs,” he ex- 
plained, “have been taking away 
family trade, and our children’s shoe 
department was slowly dying. With 
the strollers we can attract mothers 
and their youngsters to Affleck’s 
and to the other downtown shops.” 

Mothers can phone ahead and re- 
serve a stroller for a set time. The 
convenient service also eliminates 
the need for a baby sitter. 
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Strollers to Borrow 


The Canadian firm organized the 
loan service last fall, ordering 12 
strollers of the type that can be 
carried in a car. Each is numbered 
and bears an easily-read name plate, 
which publicizes the store on the 
downtown streets and insures the 
stroller’s return if it is abandoned 
by the user. 

To inaugurate the stroller ser- 
vice, Affleck’s inserted display ad- 
vertisements in both Winnipeg daily 
newspapers. Mothers went for the 
idea. During the first weekend, the 
strollers were out a dozen times a 
day. 

Weekday bookings averaged about 
three or four a day even in the sub- 
zero prairie winter lasting from 
mid-November to Easter. 

Keeping the loan service in order 
has been simple. Each borrower 


signs a book on taking out a stroller, 
and signs in again on her return. 
Phone bookings are handled by any 
of the store employees, who make 
notations in the order book. 

The entry book has been inten- 
tionally placed in the children’s de- 
partment. 

“In this way,” Mr. Handley said, 
“we emphasize this special service 
for mothers with children, and give 
them a chance to see our merchan- 
dise.” 

Costs run to about $20 per strol- 
ler, including the $10 purchase price, 
charges for painting and installing 
name-plates, and introductory news- 
paper ads. 

“We didn’t expect to make up the 
cost in the first few months,” said 
Mr. Handley. “But starting with the 
first borrower, who spent $11 for 
children’s shoes, we have noticed a 
steady rise in business.” 





Thrift Department Becomes Traffic Builder 


MUSCATINE, IA. — A massive 
“thrift department” covering almost 
the entire rear of the store has in- 
creased both traffic and sales for the 
Thomas Shoe Store, here. 

Store Manager Clarence Ellis, Jr., 
said the department was _ started 
three years ago, as 
a temporary dump- 
ing ground to en- 
able the store to 
move slow - selling 
merchandise. 

“We were amazed 
at public response,” 
Mr. Ellis recalls. 
“When the local 
daily newspaper 
published a news 
story on the depart- 
ment, we decided 
to continue it as a 
regular department 
of the store.” 

For the most 
part, the _ section 
features ladies’ 
shoes—in virtually 
every style—priced 
in the $1-$2 and $3 ranges. Al! are 
displayed on open racks with prices 
shown. 

Two large tables flank each side 
of the department. Mr. Ellis fea- 
tures $3 women’s shoes on one, $3 
children’s shoes on the other. 


“People regularly stop by to see 
what we have on display in the de- 
partment,” the store manager said, 
emphasizing the department’s appeal 
as a traffic builder. “Naturally we 
try to upgrade these casual shoppers 
into our regular stock, if possible.” 


THRIFT DEPT 
JY AND SAVE/ 


Shopper checks bargains on open display in “thrift depart- 
ment" of Thomas Shoe Store, Muscatine, Ia. 


The thrift section is featured in 
the store’s newspaper advertising 
usually every two weeks. A small 
box near the bottom of a regular ad- 
vertisement is the customary ar- 


rangement. 
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210 Associates’ Massachusetts Golf Tourney Draws 200 
BOSTON—More than 200 golfers with a card of 73; the Gil Freeman 


participated in the 19th annual 
tournament of The 210 Associates, 
held last month at the Blue Hills 
Country Club in Canton, Mass. 
Players were grouped into classes 


Joseph Settino (left), chairman of 210 

Associates’ golf tourney, presents 

Abraham Shapiro Memorial Trophy 

given by BOOT AND SHOE RECORDER 

to Bernard Adler of Cooney - Weiss 

Fabric Corporation, for low net score 
in Class B, 82-16-66. 


according to their state handicaps. 
In Class A were those with handi- 
caps from 1 to 10. Class B included 
players with handicaps of 11 to 20. 
Class C included those with handi- 
caps higher than 20. At a buffet din- 
ner following the tournament, the 
following prizes were awarded: 
The Cooney-Weiss Fabric Corpo- 
ration silver trophy for low gross of 
the day, to George “Woody” Foss 





Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 73) 

U. S. Department of Commerce. 

This report was prepared at the 
request of Representative William H. 
Bates (Massachusetts Republican), 
who had requested data on the 
quantities and values of imports 
from Communist countries. 

The U. S. Commerce Department 
supplied the following figures: 

Imports of Shoes, Boots, and Other 
Leather Footwear from European 
Soviet Bloc Countries: 


Quantity Value 


104,900 pairs 
90,000 pairs 
None 


1958 
Jan. 1959 
Feb. 1959 


$67,000 
$57,000 
None 
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trophy awarded by Gilbert Freeman, 
Inc., for low net in Class A, to Allen 
N. Clapp; the Abraham Shapiro 
Memorial trophy donated by Boot 
AND SHOE RECORDER for low net in 
Class B, to Bernard Adler; and the 
Phillip H. Clayman Memorial trophy, 
donated by P. Clayman & Sons for 
low net in Class C, to Lloyd Davis. 

Other prize winners were: 

Class A, second low gross, George 
Kaplan; third low gross, Robert 
Gorevitz; second low net, Sam 


Smidt; third low net, Ben Engleman. 
Class B, first low gross, Sol Katz- 
man; second low gross, Sol Stein; 
third low gross, James Forma; sec- 
ond low net, Irving Caplan; third 
low net, L. Harris. Class C, first low 
gross, Ed Berman; second low gross, 
George Ferngold; third low gross, 
Harry Clayman; second low net, 
Marty Fine; third low net, Charles 
Fine. 

Special prizes went to Robert Slat- 
tery for the longest drive of the day, 
265 yards; and to Chester Mielcarz 
for the shot nearest the pin—8 
inches—on the seventh hole. 














-Ave., New York City 
ket place” for both buyer and i. 


AUGUST Ist thru 4th 


Exhibit Hours 9 A.M. to 6 P.M. August 1-3rd 
9 A.M. to 3 P.M. August 4th 


- Entire Building 100% Air-Conditioned! 





World Leadership... 


For Styling In The American Tradition 


STagisneo 82? 


iN STOCK 
Retail about $37 95 

$S07_ Black 

SS!I7__ Brown 


GENUINE 


ss 


PATENTED 


SOLID LEATHER 




















One of the most successful shoes of the new season. Hand lasted 
and hand finished. Stormwelt provides a tighter seam and more 
uniform rib for that neat, crisp American styling required by leading 
manufacturers... it’s the EXTRA value in America’s finest footwear. 


BARBOUR WELTING COMPANY 
BROCKTON 68, MASS. 
EST. 1892 
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Retail Trade 
(CONTINUED FROM PAGE 74) 


least three types of heels to choose 
from. In addition to the high, me- 
dium, low and flats, there is now the 
detachable hee] which allows the cus- 
tomer several variations on the same 
shoe, for various occasions. Frank 
More has a pump model in black, 
bone beige or grey lustre calf at 
$24.95 with several decorative heels 
that the customer can change to suit 
the mood or occasion. The extra 
heels sell at $1. 


Joseph Magnin scored a scoop in a 
first showing of a fall model with a 
blunt, slim, square toe classic pump 
model with a large satin bow toe 
decoration. The price range is from 
$32.95 to $36.95. 


Whites Provide Volume 
Sales at Minneapolis 


WHITE shoes were the big seller 
in Minneapolis women’s specialty 
stores and the big department stores, 
according to managers and buyers. 
Closed heel and closed toe was the 
general trend, and heel heights 
ranged from the mid (18/8) heel to 
the high 21/8 and 23/8 heel. 

Earlier in the season bone also was 
a good shade. One buyer pointed out 
that the “fancy stuff” went out 
earlier than usual this summer with 
few colored shoes moving. 


Another department manager said 
he had done well with a silk-on-silk 
number with a 23/8 closed heel and 
toe. This dark fabric shoe for sum- 
mer sold best in such combinations 
as black on black, brown on black 
and grey on black. 

There also were a few straggler 
calls for patents which had been big 
this spring, although stocks of pat- 
ents are almost cleaned out. A few 
shoes for fall also sold, although 
there were no definite trends. 


Casual business was termed “ter- 
rific.’” One buyer said that he had 
had a big month with barefoot type 
sandals and straw bareback wedgies. 
Punched pig also moved well in cas- 
ual styles along with white flats. In 
the more popular price situations 
canvas shoes also got the nod of 
shoppers. The manager of a leading 
specialty store which held a summer 
clearance said that he “was practi- 
cally cleaned out” of casuals. 


There also was a trend in the bet- 
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ter shoes toward more moderate 
shaped toes. The very pointed toe 
shoes sold, one buyer declared, but 
customers required a little persua- 
sion. Open types (sling pumps) sold 
well earlier in the season. A leading 
number in the open types was the 
vinyl sling pumps with leather trims. 

Men’s shoe sales held up well and 
some stores said they were “a little 
ahead” of last month. The lighter 
weight shoes moved best. Ventilateds 
also sold well, much better than the 


out that men seem to feel that the 
ventilated styles are easier to care 
for than the mesh numbers. Black 
and brown were about even in sales. 
Casuals such as the crepe sole num- 
bers sold better than ever, and san- 
dals also came to the front. 


Marv Harms, manager of Cald- 
well’s Shoes, Sioux Falls, S. Dak., 
has been promoted to general man- 
ager of two company stores at Kan- 
sas City. Byron Johns succeeds Mr. 


mesh styles. One manager pointed Harms in the Sioux Falls position. 





LEATHER LININGS 


Kid © Sheep ¢ Lamb 


HAME 


SHOES LOOK NEW LONGER 
with Hamel Leather Linings 


SHOES GRADE UP IN QUALITY 
with Hamel Leather Linings 


DISCRIMINATING BUYERS PREFER 
Hamel Kid, Sheep and Lambskin Linings 


ON DISPLAY BOOTH 75, WALDORF-ASTORIA LEATHER SHOW 


L. H. HAMEL LEATHER CO. 
Haverhill, Mass. 


W orld’s Largest Tanners of Leather Linings 


SALES AGENTS . . . John T. Quinn, Rochester, N. Y.; John Leavitt & Co., St. Louis, Mo.; 

John G. Freeman Co., Milwaukee, Wisc.; Carson A. Stiles & Co., Ambler, Pa.; William 

G. Blain, Philalelphia, Pa.; Norman Nelson, St. Paul, Minn.; Thos. E. Newman Leather 
Co., Cincinnati, Ohio; Nelson-Roney Co., Los Angeles, Cal. 
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NEW HORIZONS IN 


SPLIT LEATHERS 
SPRING-SUMMER 1960 


“* SYLKA ICE TINTS 
“* DESERTAN 
“* SYLKA DESERTAN 
“ FLORENTINE METALLICS 
“* CONGO CASUALS 
“* SIDETAN 
“i WASH N’ WEAR 


SCOTCHGARD TREATED 


** WHITE BUCK 


SEE THEM AT 


TANNERS COUNCIL LEATHER SHOW 
BOOTH 57 
WALDORF-ASTORIA HOTEL 

ALSO 


ALLIED SHOE PRODUCTS SHOW 
ROOM 309 


TRADES BUILDING 


GENERAL SPLIT CORP. 


World's Largest Producer of SPLIT LEATHERS 
MILWAUKEE, WIS. 


Represented By 
JOE LANIGAN © ROBERT FARLEY © HAROLD LEVY 
BOSTON PHILA. N.Y.C. 








‘ 


C. N. RIESENBERGER @ MEIER-FONS @ RALPH WILLIAMS 
CINCINNATI ST. LOUIS TEXAS 


eg 








Golo Names Contest Victor 


In New York, Samuel Bromberg, vice-pres- 
ident of Golo Footwear Corporation, 
presents two round-trip airline tickets to 
Paris to winner of nationwide Golo 
Travel Contest. The recipient, Miss Kar- 
ren Hurst, 1959 graduate of a Salt Lake 
City, Utah, high school, was one of 
thousands of contestants who completed 
the statement, "I travel best in my Golo 
shoes because—." 





Texas College Thespians Get 
Justin Boots for Trip Abroad 


FORT WORTH, TEX. — Texas- 
style cowboy boots are treading over 
the stages of England’s theatres this 
summer. 

They’re worn by a group of stu- 
dent thespians from Howard Payne 
College, Brownwood, Tex., who are 
presenting a Wild West version of 
Shakespeare’s ‘‘A Midsummer 
Night’s Dream.” 

The show, already a hit in Texas, 
includes such western touches as a 
coonskin cap and a few choruses of 
“Home on the Range.” 

John Justin, Jr., president of the 
Justin Boot Company at Fort Worth, 
presented the entire cast with Justin 
boots to wear on the tour. (Earlier, 
the students had raised $22,500 for 
transportation but remained shod in 
dress shoes.) 

“Mr. Justin,” remarked a company 
spokesman, “is a man who winces at 
the mere thought of a Texas cowboy 
appearing before Britons in street 
shoes.” 


Name Changed to Roselle 
PORT JERVIS, N. Y.—The name 
of the Jack Barnett Slipper Com- 
pany, Inc., has been changed to 
Roselle Shoe Corporation. An- 
nouncement was made by Charles 
Rosenthal and Harry A. Lebowitz, 
principals of the Port Jervis firm. 
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with costly materials? 
...an entirely new 


man-made suede that 
washes clean with 
soap and water 


FOR*SHOE UPPERS 


Color-fast Velvin is not a flocked construction 
but a versatile new material that 

won't scuff, shine or crock. Perfect 

for high style, students, nurses 

and waitresses shoes. 


we TEXTILEATHER = AGjoto" 


FOR BETTER 2m 


NOW FTI with the biggest most complete line — 
Sina of vinyl shoe fabrics in the industry | 


VELVIN' te TUFSTAT RESPROID 1000” TOLEX JAMAL” BRONCO" 
oo PATENEL” pantget TUFSTA- oe WEN FebofRAVETTE® RESPROID® 
TOLEX’ pum?” DOUBLER’~ MUSTANG’ —DURAKALF’ —TOLEX’ 


‘A PRODUCT OF 
= GENERAL THE GENERAL TIRE & RUBBER COMPANY - FOOTWEAR FABRICS DIVISION 607 mavisow ave. « roe00 2, omo 
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e266 ws vat OFF 


because White Shoe Care 
is EASY with, 4 
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Uy = 
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WHITE SHOE LEATHER 
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Merchandising Tags 
for Kleenette 
Uppered Shoes .. . 


LE i Write for Samples 


Aleenet te | A.H.Ross & Sons Co, 


Chicago 22, Illinois 


SEE KLEENETTE AT BOOTH 103/Fall Leather Show 





HORWEEN 


Out of the commonplace among leathers into the 

realm of unexcelled quality and beauty... THAT’S 
“HORWEEN CORDOVAN”. Specified by leading 
manufacturers and retailers for soft “feel” and long wearing 
comfort . .. specify HORWEEN and be SURE. 

Horween side leathers enjoy an outstanding 


for dependability, too. 





HORWEEN LEATHER CO. 
2015 ELSTON AVENUE + CHICAGO 14, ILLINOIS 


NEW YORK 38: HERMANN LOEWENSTEIN, INC., 26 FERRY STREET 
BOSTON 11: KAYE & BARNES, INC., 93 SOUTH STREET 


98 








Letters... 


‘Too Price-Conscious’ 


The message in the June 15th issue 
by Bill Rossi (“Inside Shoe Business: 
Test of Our Conviction”) is really an 
admirable essay. 

The shoe business has deteriorated 
because the merchants are too price- 
conscious. Furthermore, the chain store 
competition has clubbed them into sub- 
mission. 

No line of endeavor has taken the 
punishment the shoe stores have. 

In our community, the only shoe 
stores that survived the “avalanche” are 
the stores that featured name brands. 

I have a store that was established in 
1906 by my father and it now has 
“hardening of the arteries.” It is prac- 
tically impossible to rehabilitate it. To 
relocate it, the rents are exorbitant 
and the landlords prefer to keep their 
stores vacant waiting to obtain the 
amount they seek, which is wishful 
thinking. The stores are too small and 
not 100 per cent locations for the 
chains. 

An individual has not got the courage 


| to make the venture and prefers to be 


on another’s payroll with the attraction 
of the high wages now paid and no need 
for financing. 

Individual retailers are now success- 
ful only in isolated cases, and from all 
indications the manufacturers must of 
necessity provide their own retail out- 
lets. 

FRED NEYER 
PEOPLE'S SHOE STORE 
NEW ROCHELLE, N. Y. 


© Jn the article Mr. Neyer cites, Field 
Editor William A. Rossi told shoemen 
they need not apologize for higher 
prices. He wrote, “If we're to believe 
what we've all been saying these many 
years—that our low shoe prices have 
represented a ‘bargain’ for consumers— 
then perhaps it’s time we started selling 
them at regular instead of bargain 
prices.” 


I have just read the “Inside Shoe 


Business” editorial, “Test of Our Con- 


viction,” in the June 15th edition. Noth- 
ing I have read recently hit the nail 
on the head as did this concerning the 
justification for rising costs and accepta- 
bility, or the proposed acceptability, of 
them to consumers. 

My interest in writing to you is to 
suggest that this editorial be put in a 
pamphlet form and sent to each and 
every retailer in the United States. 

IRVING GERBER 
KICKERINOS DIVISION 
THE HAMPTON CORP. 
MILWAUKEE, WIS. 
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Regular’ Shoe Merchandising Succeeds for Discount Outlet 


By BERNICE S. DECKER 


CHICAGO—The same merchan- 
dising methods basic to a regular 
shoe store operation are also impor- 
tant in building a successful dis- 
count shoe store. This is the con- 
tention of Ben Green and Irving 
Kirshner, who operate Adams Fac- 
tory Shoe Outlet, a family shoe 
store here. 

Proof is seen in the recent expan- 
sion of the store, when it moved a 
short distance to a completely re- 
modeled building at 3655-57 W. 
Irving Park Rd. in an outlying resi- 
dential neighborhood. 

The new store follows the layout 
of the average family shoe store. It 
has modern backgrounds and fix- 
tures and an attractive front, and it 
is air conditioned. With an area 
measuring 125 by 32 feet, there is 
room for 42 chairs in place of the 
former 18. Selling space is four 
times as large as before, stock space 
eight times as large. 

An experienced salesman waits on 
and fits each customer. There is no 
self-service or self-fitting. 


Name Brands Stocked 


Making up almost all the stock 
are well-known name brands. The 
shoes are slight irregulars direct 
from the factory, cancellations from 
well-known stores, or samples. The 
largest proportion of stock comes 
directly from well-known factories, 
which are considered regular sources 
of supplies. A few shoes come from 
jobbers. 

Brand names are never mentioned 
in newspaper, direct mail or any 
other type of advertising. They are 
featured inside the store only. There 
are no streamers, banners or other 
methods of attracting attention in 
the windows. 

“We operate this store much as 
any other family shoe store would 
be operated,” Mr. Green explains. 
“The difference is that our shoes 
are sold at a discount and there is 
a reason for that discount. How- 
ever, we believe that our customers 
are entitled to the same services, the 
same courtesy. And we use stand- 
ard merchandising methods.” 

All customers are personally fit- 
ted. In fact, if a customer insists 
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on a size, that fact is recorded on 
the sales slip. The store takes re- 
sponsibility for the fitting only if 
the salesman has specified the size. 

Factory reject shoes are marked 
as such. An attached tag reads 
“Factory Damaged. Guaranteed by 
Adams Bootery.” And the store fol- 
lows through on this guarantee. 

Mr. Green also makes a point of 
the fact that each pair of shoes con- 
tains a price tag and that shoes are 
sold at the prices marked and ad- 
vertised. 

All shoes are carefully examined 
in the receiving room. They are 
sorted into various categories— 
those suitable to go directly on the 
shelf, and those needing repair. 
Those that are in poor condition are 
not sold but are given to charitable 
organizations. Defects in irregulars 
and rejects are pointed out to cus- 
tomers. 


Location Isn’t Ideal 

The two partners both had previ- 
ous experience in discount and out- 
let stores when they opened their 
own store 15 years ago. Their loca- 
tion, they point out, is not ideal for 
the volume business which such an 
operation requires. However, cus- 


tomers come from all parts of the 
surrounding area and a radius of 
several hundred miles. 

The only newspaper advertising is 
one ad each Friday in the Chicago 
Daily News. Usually the firm uses 
an institutional advertisement which 
reads “Famous Name Brand Shoes 
in Large Selections at Great Sav- 
ings.” The fact that hard-to-fit sizes 
are a specialty, is mentioned. Occa- 
sionally, when there has been a spe- 
cial purchase, specific prices are 
mentioned. 

Most of the business has been 
built by word-of-mouth. “One tells 
another” is a phrase used in promo- 
tional pieces. Over the years the 
store has built a mailing list which 
now numbers over 10,000. The store 
keeps a record of each purchase, in- 
cluding the name and address of the 
customer, the type and brand of 
shoe purchased, the size and the 
price. This list is kept constantly 
active with frequent mailings. 

One of the major features, Mr. 
Green emphasizes, is the store’s 
wide range of sizes. These include 
women’s shoes from 2 to 13 in 
AAAAA to EEE, men’s 5 to 15 in 
AAA to EEE, and children’s sizes 
in AA to EEE. 





Nebraska High-Fashion Store Adds Children’s Shoes 


LINCOLN, NEB. — One of the 
outstanding women’s shoe salons in 
the country and Nebraska’s “most 
beautiful” children’s shoe depart- 
ment are claimed by Hovland-Swan- 
son, women’s high-fashion store 
here. The store has moved into a 
new $1 million building with 58,000 
square feet of space. Children’s 
footwear is a new department. 

The women’s shoe salon, on the 
street floor near the main entrance, 
has 1,800 square feet of selling 
space plus adjoining storage space 
for 15,000 pairs of shoes. George 
McLaird is manager and buyer, 
and he also will operate the chil- 
dren’s shoe department. Manager of 
the latter will be Dick Croissant, 
formerly with the women’s foot- 
wear salon staff. 

Walls of the women’s salon are 
covered with white and turquoise 
blocks in marble effect. Turquoise 
leather is used for directoire chairs, 


banquettes and a circular divan in 
the center. Sixty seats are pro- 
vided. Deep pile beige carpeting 
covers the entire area and the en- 
tire center section of the ceiling is 
lighted for dramatic effect. 

Showcases are outstanding in 
their mounting, wherein they ap- 
pear to be suspended by brass 
chains, resembling huge picture 
frames. A gay blue and white over- 
head canopy lends a festive air to 
the casual shoe section. A lighted 
handbag bar is provided for coor- 
dinated selling. 

The children’s shoe department 
on third floor is called the Carou- 
selle Room. The circus motif is 
done in gay and amusing colors. 
Gold bars over the two wall display 
shadowboxes add to the effect. Sell- 
ing space is 18 x 80 feet with ad- 
joining storage for 3000 pairs of 
shoes. Girls’ shoes to size 7 and 
boys’ to size 4 will be carried. 





Salesmen on the Road... 








Send contributions to: i Bernice 5 aoe —- by BERNICE S. DECKER 


on the Road Dept., 228 


Local Prexies ... 

William C. Short of Edwards 
Shoes, Inc., divides his executive 
activities between the shoe busi- 
ness and his local community. He’s 
president of Ohio Shoe Travelers 
Club and chairman of the Parents’ 
School Committee in Grandview, O. 

The reason for the school inter- 
est is his three youngsters, Patricia 
17, Jacquelyn, 15, and William, 13. 

He had already done a stint of 
two years as vice-president and two 
as secretary-treasurer of his local 
travelers’ association. He got his 
start in the shoe business in 1951 
with Prima Footwear, and repre- 
sented the firm for three years. 
There was another three years with 
Yankee Shoemakers. Since 1957 he 
has traveled Ohio and West Vir- 
ginia for Edwards. 

Mr. Short gave up golf as too 
time-consuming four years ago. 
He enjoys watching football and 
baseball. When it comes to par- 
ticipating, he works out at fishing, 
hiking and gardening—on his own 
lawn, shrubs, and flowers. He likes 
music providing it has melody and 
variation, is a great reader of his- 
tory, biography and current sub- 
jects—but not novels. 


14 Years with Pa. Travelers 


A GOOD many of the executive 
secretaries of local travelers’ asso- 


ciations have been on the job for 
along time. One of these is Joseph 
Harris, who has served since 1945 
with the Pennsylvania Shoe Travel- 
ers’ Association at Pittsburgh. His 
job is also combined with the treas- 
urer’s office. 

He first took over in 1945; the 
job has been permanent since 1950. 
Mr. Harris started in the shoe busi- 
ness in 1921. He represents Nashua 
Footwear Corporation of Lawrence, 
Mass. He has two sons, the elder 
an engineer with Douglas Aircraft 
in Los Angeles. 


Chicago ‘Old-Timer’ Retires 


FORTY-FIVE years of selling to 
shoe stores in the Chicago area is 
the record of Barney Marlowe. He 
recently retired from the A. J. Ber- 
gren Company, findings and leisure 
footwear suppliers. 

One of the best known “old- 
timers” in the area, Barney started 
with the old General Shoe Findings 
Company in 1917. He went with 
Bergren Company as a salesman in 
1928. 

When the makers of Esquire 
Shoe Polish planned to introduce 
their product in Chicago in 1946, 
they picked Barney as the logical 
one to do so. He remained with 
Esquire until 1955, when he went 
into business for himself for a 
short period. He returned to Ber- 
gren in August 1956. 


He plans to move to Phoenix, 
Ariz., after he has introduced his 
successor, Ira Kopin. 


Back to Toronto 


Lester Levy of Lester Agencies 
writes us that he has taken up 
where he left off a while back. He 
lived in Pasadena, Calif., for well 
over a year and a half. However, 
because of the illness of his wife, 
he has returned to Toronto, Can- 
ada, home of his brother, sister 
and many friends. 


He is again serving as a direct 
manufacturer’s representative in 
Canada. He reports he is also serv- 
ing as sales manager for Tepee 
Chief Reg’d line of slippers and 
specialty slipper items, and J. D. 
Carrier Company, manufacturers 
of women’s shoes in high heels and 
flatties. 

He founded his firm of Lester 
Agencies, distributor for footwear 
and allied industries in Canada, in 
1932. 

Mr. Levy writes, “I am one 
of the old boosters of BOOT AND 
SHOE RECORDER and my father was 
one of the first persons in Canada 
to subscribe to your periodical.” 





MYRON B. WOLF does double 
duty in the presidential chair. He’s 
president of the Boot and Shoe 
Travelers’ Association of New York 
and holds the same position in the 
National Council of Salesmen’s Or- 
ganizations. He’s run up quite a list 
of official offices in his home com- 
munity, manages to win any number 
of boating honors and, incidentally, 
does a good job selling shoes. 

He currently represents Edith 
Henry Shoes manufactured by Lucky 
Stride Shoes, Inc., of Maysville, Ky. 
He started in the shoe business in 
Cincinnati, O., in 1933 in the factory 
end. He eventually went into selling 





SPOTLIGHTED SHOE TRAVELERS: Myron B. Wolf 


and has been in this phase ever since 
his release from the Army Air Corps 
in 1946. 
He’s made his 
headquarters in = 
the New York | 
area since 1947 . 
and has traveled | 


ern United States / 
as far south as } 
Virginia. 

He lives in 
Glen Cove, N. Y., 


where he’s past 


MYRON B. WOLF 


president of the local Community 
Chest, past chairman of the Citizen’s 
School Advisory Committee and past 
president of the local civic associa- 
tion. His favorite hobby is boating 
and he’s a member of the Sea Cliff 
Yacht Club, Eastern Cruiser Associa- 
tion, American Power Boat Associa- 
tion and United States Power Squad- 
rons. He won the national predicted 
log championship in Sea Wolf II 
in 1956 and was elected to the Gulf 
Marine Racing Hall of Fame the 
same year. 

He has a son, Jimmy, who will 
enter Vermont Academy Prep School 
this fall. 
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Shoe News 





Do Retailers Neglect 


Extra-Pairage Sales? 


RELATIVELY few independent 
shoe retailers have learned how to 
take advantage of the opportunities 
offered by extra-pairage sales, the 
Independent Shoemen organization 
has told its membership. 

In the newest issue of its “Op- 
erational Know-How” training se- 
ries, I. S. advises retailers that such 
sales can often make the difference 
between a mediocre or a successful 
year. The average merchant can set 
up his own extra-pairage program 
without cost, the organization says. 
And he can make it pay off “just 
about as well as would a nationwide 
promotional effort.” 

The I. S. booklet, titled “How to 
Increase Your Extra Pairage Sales,” 
discusses various approaches to the 
problem and advises the retailer to 
maintain a complete program for his 
salespeople. Frank Underhill, execu- 
tive director of I. S., claims such a 
program can effectively reduce walk- 
outs on the initial sale as well as add 
to volume. 

The I. S. booklet advises retailers 
to check their stock to determine if 
it is sufficiently diversified to capi- 
talize on the varied style and func- 
tional needs of customers. 

An extra-pairage sales program 
takes both planning and psychology, 
the booklet advises. First, the store’s 
clerks must be sold on the plan and 
provided with added incentive in 
the form of substantial PM’s. Once 
this is done, a definite sales tech- 
nique may be worked out and 
adapted to the individual customer. 
Direct mail and phone advertising 
may be used. 


Long Island Showing Planned 


NEW YORK—The Boot and Shoe 
Travelers’ Association of New 
York, Inc., is planning a one-day 
spring showing, Sunday, November 
8, in the Garden City Hotel, Garden 
City, L. I. Myron B. Wolf, president 
of the association, said the show is 
being scheduled 10 days after the 
National Shoe Fair and three weeks 
prior to the Popular Price Shoe 
Show in New York. 
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Service, Size Depth Pay Off for Independent 


CHICAGO — It’s an _ established 
fact that the role of the indepen- 
dent, neighborhood family shoe 
store is a difficult one today. Profit- 
able merchandising has to face 
many hurdles in the form of com- 
petition from shopping centers, 
chains and discount and other types 
of shoe operations. 

Brumlik Shoes, with stores in 
suburban Des Plaines and Elmwood 
Park, IIll., offers evidence that the 
independent still has a place in the 
present merchandising picture. Its 
position revolves around customer 
service. 

Brumlik’s is a well-known name 
in the local shoe field. The seven- 
year-old Des Plaines store repre- 
sented a return to the retail field for 
Harry Brumlik, Sr., and his son, 
Harry, Jr., after an extended period 
in selling shoes on the road. 

Prior to that, Mr. Brumlik, Sr., 
had been in business for many years 
in Chicago. His store, which he sold 
to a member of the family, is still 
in operation. 

Last December the Brumliks 
opened a second store in Elmwood 


Park. It is in a neighborhood loca- 
tion—in fact, the area is not yet 
established as a business district. 
Foot traffic is light; vehicle traffic is 
heavy but fast since the store is lo- 
cated on a main artery leading to 
and from the city. There is con- 
siderable competition nearby from 
chain shoe stores, major branch and 
chain department stores and shop- 
ping centers. 


Repeat Business Established 

However, the new store has 
shown steady gains and now has an 
established and dependable repeat 
business. This has been accom- 
plished despite the poor location and 
during a difficult period for the shoe 
industry. 

The store is far enough from the 
Des Plaines store so that the firm’s 
name is not particularly known in 
the area. Hence the second Brum- 
lik’s has had to draw entirely on 
new customers. There have been no 
high-powered promotional or adver- 
tising campaigns. 

Success is attributed to offering 

(CONTINUED ON PAGE 109) 





Touch of the 50th State Triggers Sandal Sales 


New York Gimbels store creates Hawaiian atmosphere for special promotion of 
Desco Debs sandals. Window and interior displays and rete yt space adver- 


tised "Hawaiian luau" and Saturday shoppers thronged fourth 


oor shoe depart- 


ment fo see shoes modeled. There were refreshments, prizes—including a trip to 
Hawaii for two—and floral leis handed out by girls from the Lexington Hotel's 
Hawaiian Room. Although Gimbels has carried the Desco line of open-type casuals 
—sandals, flats and wedges—for the past year, this was the first major promotion. 
Officials said traffic and interest were very satisfactory ...as crowd above attests. 
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Monkeys Make Children’s Department a Hit 


EVANSVILLE, IND.— Months 
before monkeys gained a reputation 
as space travelers, six of their num- 
ber were winning local prominence 
in the children’s department of 
Baynham’s shoe store. 

The frisky monkeys, who drama- 
tize the department’s circus motif, 
provide an advertising and promo- 
tional springboard for the relatively 
new department. They became a fix- 
ture at Baynham’s last summer 
when the firm opened the children’s 
department following an $80,000 
renovation and expansion program. 

The six animals scamper about a 
glass cage (cost: $5,100, not includ- 
ing a special heating unit) on the 
upper floor of the store. The cage 
and its inhabitants are visible not 
only to the younger customers but 
also to shoppers in certain spots on 
the first floor and the mezzanine. 

Baynham’s, a family operation, 
sells women’s dress shoes on the 
ground level and casuals for older 
girls and women on the mezzanine 
(or terrace). Men’s footwear is on 
the lower level. But throughout the 
store, the monkey cage is the center 
of attraction. 

During the year since the South 
4merican-born animals joined Bayn- 


Tall, glass-paneled cage provides shop- 
pers in children's department and in 
Casual Shop downstairs (lower right) 
with circus-like view of the six monkeys 
at Baynham's, Evansville, Ind., family 
shoe firm. The costly cage is equipped 
with special ventilating and heating de- 
vices, including vent to the roof. 


ham’s, the firm has taken full ad- 
vantage of their presence through 
its advertising. 

On some of the main roads lead- 
ing into Evansville, large sign- 
boards feature big pictures of mon- 
keys. In newspaper ads, sketches of 
monkeys appear often. 

In the yellow pages of the tele- 





Chicago Flagg Bros. Features Open Display of Styles 


CHICAGO—Open display of prac- 
tically every current style in stock 
is a distinctive feature of the new 
Flagg Bros. Shoes which has 
opened in Chicago’s Loop district. 

Window display area is com- 
pletely open so that pedestrians 
may see into the store, on the cor- 
ner of Madison and Dearborn Sts. 
Low display fixtures are used to 
show as many styles as possible, 
but in an orderly and effective man- 
ner. The displays are organized as 
to categories. 

Neat signs provide helpful cus- 
tomer information as to styles, 
types of shoes, materials, construc- 
tion and other features. Specific 
signs are labeled fiddle shank, 
double buckle, hand-sewn, hand 
stitching and nylon mesh. 

Other features pointed up are the 
new lighter look, sueded pigskin, 
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quilted leather, smooth welted 
seams, the Continental look and 
patent leather. There is a whole 
table of woven shoes. 

Interior walls are lined with 
stock. A center display unit is de- 
voted to casuals, canvas shoes and 
socks. There are also self-service 
display fixtures for socks around 
the side of the store. Evidence of 
the emphasis placed on socks for 
extra sales is seen in the fact that 
the top of one storage fixture is 
used to display a range of styles 
over foot forms. 

The store is featured as the larg- 
est Flagg Bros. unit in the Midwest. 
There are 187 different styles in 
stock. During the opening a Kiwi 
Shoe Groomer was given with each 
shoe purchase over $8.99. Fresh 
boutonnieres were given to each 
customer. 


phone directory, a monkey is shown 
in the store’s advertisement for the 
children’s department. “No monkey- 
shines about it,” says the text, 
“Baynham’s has one of Mid-Ameri- 
ca’s finest children’s shoe depart- 
ments.” 

On television, too, the monkey’s 
are featured. Baynham’s commer- 
cial has been seen at the conclusion 
of a popular local children’s show, 
“Spanky’s Show,” on station WEHT. 
After viewers witness a display of 
styles while an announcer discusses 
their values, the recording of a 
small voice cries, “Mommy, I want 
to go to Baynham’s and see the 
funny, funny monkeys.” A _ brief 
movie follows showing the monkeys 
themselves in action in their cage at 
the store. 

Through the television station, 
the shoe store conducted a “Name 
the Monkey” contest which drew 
1000 entries a week. One monkey 
was the subject each week until all 
had names. 

Store Owner Sherman Hinkebein 
has been alert to all advertising and 
merchandising possibilities. At a lo- 
cal Home Show, one of the monkeys 
put in an appearance in a cage ad- 
jacent to an assortment of chil- 
dren’s shoes. 

Recently Mr. Hinkebein reported 
that the children’s department had 
surpassed its sales goal by 16 per 
cent. The monkeys were given the 
major share of the credit. 

Dean De Long supervises the chil- 
dren’s department at Baynham’s. 


Leased-Department Firm 
Sold to International Shoe 


ST. LOUIS — International Shoe 
Company, through its Delmar Shoe 
Company subsidiary, has purchased 
the capital stock of the David Kay 
Shoe Company of Binghamton, N. Y. 

The company operates 12 leased 
departments for men’s, women’s 
and children’s shoes. Three units 
are in the Binghamton area, four 
in Pennsylvania, four in the Bos- 
ton area and one in New Jersey. 
Four new locations are reported un- 
der consideration for future expan- 
sion. 

According to Delmar officials, Da- 
vid Kay will continue as president 
and chief operating officer with no 
changes in policy, personnel or 
management. 
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Lane Bryant Stresses Shoes 
In ‘Tall Girl’? Merchandising 


NEW YORK—Shoes play an im- 
portant part in the Tall Girl Fash- 
ions merchandising program of Lane 
Bryant. This is most evident in cata- 
logs issued by the mail order divi- 
sion in Indianapolis, Ind. 

The company’s summer catalog 
contains 54 styles of shoes, six of 
slippers, two of canvas casuals, and 
plastic boots. The summer sale cata- 
log features 12 different shoes. 

Lane Bryant has become known 
as a specialist in high-fashion shoes 
in fringe sizes. Fashion shoes for 
tall girls are a development of the 
past several years, which is being 
expanded. 

An unusual feature about this spe- 
cialization is the wide range of styles 
as well as sizes. The sizes run 9 to 
12 and include some 13’s. Widths 
extend to AAAAA’s. These are ta- 
pered toe and needle toe pumps and 
skimmers; two, three and four-eye- 
let ties; sandals, barebacks, loafers 
and a wide range of casuals. Some 
of the heel heights run to 21/8 but 
most are Queen Anne, mid-height, 
or flatties. 


Men’s Summer Shoes Gain Mention in 2000 Newspapers 


NEW YORK—The nation’s news- 
papers have devoted more editorial 
space to men’s summer shoes this 
year than ever before, reports the 
National Shoe Institute. 

Four major syndicated stories, 
published in 2000 newspapers, em- 
phasized the trend to lighter, more 
flexible men’s shoes for casual wear. 
This concentration has brought re- 
ports of “important sales results” 
from many U. S. cities, an NSI 
spokesman said. He gave this re- 
port of the publicity: 

The Associated Press serviced its 
1500 newspapers with a story on the 
trend toward light shoes, illustrated 
with five photographs of shoes for 
summer occasions. United Press In- 
ternational carried a short story on 
which NSI has received more than 
300 clippings already. A separate 
photo strip went to UPI subscribing 
newspapers, and this was followed 
by another photo layout by Central 
Press. 

The NSI prepared its own sum- 
mer shoe story, relating the new 
casual shoes with other summer ap- 


parel. The story appeared in the 
Chicago Tribune and dozens of 
other papers. 

The NEA syndicate carried an- 
other story on golf and play shoes. 

“The impact of this concentrated 
publicity on the new casual shoes for 
summer will be an important sales 
influence,” comments Gilbert Hahn, 
chairman of the board of trustees of 
NSI. 


2 Baker’s Units for Phoenix 


ST. LOUIS—Edison Brothers has 
leased space for two Baker’s units 
in shopping centers at Phoenix, 
Ariz. 

One site is in the Park Central 
center across a mall from Gold- 
water’s Department Store. The 
premises will be remodeled and mod- 
ernized in time for opening in early 
fall. The other store will open in 
spring, 1960, in the Tower Plaza 
center. 

James R. Rowedder, regional man- 
ager, said Edison Brothers has op- 
erated a Baker’s unit in downtown 
Phoenix since 1936. 





and heel shoes continues to 
grow. See why retailers 

are changing 

to DUO-FLEX 


Available in black kid to retail with 
long mark up at $10.95 


Latest stock catalog will 
be mailed on request. 


THE P. HAGERTY SHOE CO., Washington C.H., Ohio 
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shoe stores, 
drive-ins 
and 
shoe 
promotion 
buyers 


1215 Washington Ave. 
Sample Rooms: Los Angeles + New York 


We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


CANCELLATION 


Our prices 

on fine shoes, 
bought direct 
from the best 
known makers 
are in line with 
our nationwide 
reputation 

for values! 


Open a Cancellation Shoe Store in Your Town 
Our New Store Consultants Will Help You 


Set Up a Profitable Operation 
Quality Shoes Since ‘32 


M. K. WEIL Shoe Company 


“While in Town See Weil” 
Saint Lovis 3, Mo. 





e Financial 
U. S. Shoe Reports 
Peak Sales, Profits 


CINCINNATI, O.—United States 
Shoe Corporation reported the high- 
est sales and earnings in the com- 
pany’s history for the six months 
ended May 31. 

According to an unaudited state- 
ment, consolidated net income in- 
creased 32 per cent over the figure 
for the comparable period of 1958 


and consolidated net sales jumped 
12.5 per cent. 

Earnings totaled $1,626,773 com- 
pared to $1,231,772. Sales reached 
$26,097,528 as against $23,242,784. 
Earnings per share amounted to 
$1.45 compared to $1.10 in the six 
months of 1958, 

The company has declared a regu- 
lar 30-cent quarterly dividend pay- 
able July 17 to shareholders of record 
June 29. 

Joseph S. Stern, chairman, and A. 
B. Cohen, president, said sales of 








O.: service is tailored to provide all the 
working capital any qualified client needs, 
without increased borrowing, diluting 
profits or interfering with management. 


Information available for any manufacturer or 
distributor with $500,000 or more annual sales. 





the three divisions — Red Cross, 
Selby Arch Preserver and Joyce—in 
the six-month period were the big- 
gest ever. Advance sales of each 
division for fall, they added, are 
again at a peak and insure steady 
production in all of U. S. Shoe’s 
plants. 

A new factory is under construc- 
tion in Osgood, Ind. When completed 
in December, it will have a daily out- 
put of 2400 pairs. Total output of 
the corporation’s shoe factories will 
reach 32,400 pairs daily. 


e Retail Openings 


Salon Covers Half of Floor 
At Houston Neiman-Marcus 


HOUSTON—The women’s better 
shoe salon on the newly remodeled 
second floor of Neiman-Marcus de- 
partment store has taken on a new 
look and added the David Evins 
label. 

The newly transformed salon now 
extends from the front to the rear 
of the second floor, taking in ap- 
proximately one-half the floor’s area. 

An unusual feature is the over- 
head lighting, which may be bright- 
ened to give a scintillating, outdoor 
effect or dimmed for more dramatic 
moments. This has been achieved 
with the use of 400 fluorescent bulbs 
concealed behind clear corrugated 
plastic. 

Robert W. Bowling, formerly of 
Neiman-Marcus in Dallas, is man- 
ager of the women’s shoe salon. 


Harold Maloomian, an experienced 
shoeman, has opened his own shoe 
store, Harold’s Shoe Salon, in Bel- 
mont, Mass. Until recently he was 
with William Filene’s Sons Com- 
pany in Boston, and prior to that 
he was a supervisor of a four-store 
shoe chain in western Massachu- 
setts. The new store carries wo- 
men’s shoes. Children’s will be 
added next fall. 


Bernard Feld is president and 
Herbert Mandell is treasurer of 
Sherry’s Cancellation Shoes, Inc., 
a new store in Newport, R. I. The 
store is set up for large volume 
selling and will feature high-grade 
cancellations in women’s novelty 
shoes. Mr. Feld is also owner of 
Randall’s Cancellation Shoe Store, 
Providence, R. I. 
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e About Shoe People 


Bernard H. Semler, vice-presi- 
dent and controller of Freeman 
Shoe Corporation, Beloit, Wis., has 
been elected vice-president of the 
National Association of Account- 
ants. He is also chairman of the 
Accounting Committee of the Na- 
tional Shoe Manufacturers Asso- 
ciation. 


Mrs. Beryl Tucker, regarded as 
an authority on 
children’s shoes, 
has resigned as 
fashion editor of 
Parents’ Maga- 
zine. Twice a 
year, for over 10 
years, she has 
presented a fash- 
ion forecast to 
the Children’s 
Shoe Style Com- 
mittee of the Na- 
tional Shoe Retailers Association. 
She is starting her own fashion con- 
sultation service for the children’s 
wear field. Virginia Shaw succeeds 
her at Parents’. 


BERYL TUCKER 


Joe J. Marx, president of So-Lo 
Marx Rubber Company, Loveland, 
O., rubber footwear makers, took 
first prize in the pleasure division 
of a nationwide photo contest. He 
also captured seventh prize in the 
same division of the competition, 
open to both amateur and profes- 
sional users of the ultra-miniature 
Minox camera. 


Arthur Weston, executive vice- 
president of Kushins Shoe Stores 
in Oakland and Walnut Creek, 
Calif., is on an extended tour of 
Europe to consider purchases for 
his stores. He will concentrate on 
France and Italy. Mr. Weston said 
he also will look into designs of 
European footwear for possible 
adoption in the U. 8. 


In Allied Fields... 


Harri Hoffman, president of the 
Harri Hoffman Company, Inc., Mil- 
waukee shoe dressings firm, will re- 
turn July 31 from a month-long 
business and pleasure trip to 


Europe. His wife, Herta, and 
daughter, Lorraine, are accompany- 
ing him. On his departure, Mr. 
Hoffman said he planned to study 
marketing and production methods 
as well as styling, particularly in 
the leather goods and leather pro- 
tection industries. 


Dr. S. J. Kennedy, chief of the 
Textile, Clothing and Footwear Di- 
vision, Quartermaster Research & 
Engineering Command, Natick, 
Mass., has been elected president 
of the New England Chapter of 
The Quartermaster Association. 


Morton Hack, executive vice- 
president of Ripple Sole Corpora- 
tion, Detroit, and his wife, Helen, 
left July 1 for a six-week trip to 
Europe and the Middle East. In 
London the couple will be reunited 
with their daughter, Judy, who will 
be on a student tour, and their son, 
Lt. (jg) James Arthur Hack, on 
duty with the U. S. Navy. Mr. Hack 
will meet with Ripple Sole licen- 
sees, shoe manufacturers and rub- 
ber industry people. 
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Rotating Display Rack Swells 


PALM SPRINGS, CALIF.—Noth- 
ing was left to chance at the swank 
Indian Wells Country Club here. In 
the golf shop of this ultra-modern 
club is a shoe display rack designed 
to whet the appetite of such club 
members as Bing Crosby, Phil Har- 
ris and Desi Arnaz. 

The rack is a series of display 
“wheels” that can be individually 
rotated about a common support. 
Spokes of the wheel support indi- 
vidual shoe racks made of black 
walnut and protected from spike 
damage by Watco wood finish. 

According to associate golf pro- 
fessional Danny Forlani, the new 
displays, two of which were built 
into the pro shop, have done a “tre- 
mendous job” in stepping up sales 
of golf shoes. Mr. Forlani credits 
the eye-level, multi-view features of 
this rack for the shoe sales. 

Surprisingly enough, the rack 
was designed not by a firm familiar 
with shoe merchandising, but by a 
young design student retained to 


Golf Shoe Sales at Club 


Danny Forlani, associate golf pro at 

Palm Springs, Calif., country club, finds 

wheel-type rack a top merchandising aid 

for Etonic and Foot Joy lines of golf 
shoes sold at the club. 


design the furniture and fixtures 


for this million-dollar club in Cali- 
fornia’s golf capital. 





A Fitting Platform in the Middle of the Store 


(CONTINUED FROM PAGE 68) 
easy chairs which make it look more 
like a living room in a suburban 
ranch home than a shoe store. 

Miss Winn made these changes 
when she moved her shop from the 
third floor at 99 Main Street to a 
street floor location at 108 Main 
Street in the center of the downtown 
shopping area. From a selling area 
of 28 by 22 feet plus room for stor- 
age, she now has a 47 by 22-foot shop 
plus a mezzanine office. 

The new shop has luxuriously deep 
medium brown wall-to-wall carpet- 
ing, five mirror-backed shadow boxes, 
and a long rear-wall planter of arti- 
ficial flowers. A recessed front pro- 
vides 32 feet of window. Color 
scheme is blue and medium beige 
with accents of brown and ivory. 

“The combined result of the re- 
moval and the unique arrangement,” 
says Miss Winn, “is a 30 per cent in- 
crease in our total dollar volume of 
business within the first three 
months. And I believe our rate of 
increase in the future will be larger 
than in our former shop. 

“We have many new customers 
coming in. People are dropping in 
more often. We are getting a lot of 
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fine compliments from our custom- 
ers. 

“We are selling many more of the 
fancier types of shoes, more seasonal] 
types, more play shoes, and a lot 
more casuals.” 

The new shop was introduced with 
a quarter page newspaper ad in the 
Woonsocket Call, a mailing of 4,500 


postcards to all customers, and radio | 


commercials on WWON’s “Coffee 
An’” program, with Miss Winn per- 
sonally describing the new store. 

The shop carries a complete line of 
footwear for infants through size 9 
for boys and size 10 for girls, plus 
casuals for misses and women. It 
features Little Yankee, Kali-sten-iks, 
Jumping Jacks, and Buntee brands 
in children’s shoes. 

Miss Winn started her original 
store in 1948 with $500 in bonds. Al- 
though she had little in the way of 
cash, her experience was solid. She 
had been selling shoes ever since she 
was 14 years old. 

She started with one small room 
on an upper floor, soon added an- 
other, and finally added another for 
storage and stock. The business has 
shown a good increase each year, in 
spite of the city’s loss of many of its 
large textile mills. 





AUGUST 


Allied Shoe Products and Style Exhibit, 
Spring and Summer, New York Trade 
Show Building, New York City..August I-4 

National Shoe Fabrics Association, 
Spring-Summer Trade Show, Hotel 
Lexington, New York August 1-5 

Leather Show, Spring and Summer, Tan- 
ners’ Council of America, Waldorf- 
Astoria, New York August 4-5 

Merchandising Clinic, National Shoe 
Manufacturers Association, Statler- 
Hilton Hotel, New York August 6-7 

Guild of Better Shoe Manufacturers, 
Holiday and Resort Showings, mem- 
bers’ showrooms, New York 

Week of August 31 


SEPTEMBER 

Michigan Shoe Travelers’ Club, Michi- 

gan Shoe Fair, Statler-Hilton Hotel, 
Detroit September 13-15 

Midwest Shoe Travelers’ Association, 

Shoe Market, Palmer House, Chicago 
September 13-16 

Miami Beach Shoe Show, Deauville 
Hotel, Miami Beach, Fla..September 26-30 

New England Shoe and Leather Asso- 

ciation, Advance Spring Market 
Week, Hotels Statler Hilton 

Sheraton-Plaza, Boston 

September 27-October | 


OCTOBER 


Shoe Manufacturers’ Association of 
Canada, Annual Canadian Shoe and 
Leather Fair, Sheraton-Mount Royal 
Hotel, Montreal October 4-8 

Tanners’ Council of America, Annual 
Business Meeting, Edgewater Beach 
Hotel, Chicago October 21-23 

National Shoe Travelers' Association 
Inc., Annual Convention, Hotel Hamil- 
ton, Chicago ............October 22-23 

National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Morrison, Conrad Hil- 
ton and Congress Hotels, Chicago 

October 25-29 

Northwest Shoe Travelers, Inc., Spring 
Shoe Fair, St. Paul Hotel, St. Paul, 
Minn. October 31-November 3 

Pacific Northwest Shoe Travelers, Inc., 
Spring Shoe Fair, New Washington, 
and Stewart Hotels, Seattle, Wash. 

October 3!-November 3 


NOVEMBER 
lowa Shoe Travelers’ Association, Spring 
Show, Fort Des Moines Hotel, Des 
Moines November 7-9 
Ohio Shoe Travelers Club, Spring Shoe 
Show, Deshler-Hilton Hotel, Columbus 
November 8-10 
Indiana Shoe Travelers' Association, 
Inc., Spring Shoe Show, Claypool Ho- 
tel, Indianapolis November 8-10 
M.A.S.T.A. Shoe Shows, Spring Showing, 
Benjamin Franklin Hotel, Philadelphia 
November 
West Coast Shoe Travelers’ Associates, 
Spring Shoe Show, Alexandria and 
Biltmore Hotels, Los Angeles 
November 
Association, 


and 


Boston Shoe Travelers 
Spring Shoe Show, Parker House, 
Boston November 

Southeastern Shoe Travelers, Inc., Spring 
Shoe Show, Henry Grady, Peachtree 
on Peachtree, Dinkler Plaza and Pied- 
mont Hotels, Atlanta November 8-I1 
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e What's New 
A Study in Sandal Lasts 


Typical sandal last (left) contrasts with 
new last designed and made by F. W. 
Stuart Company, Inc., Andover, Mass. It 
is intended to eliminate the pocket in 
the arch usually found in lasts for open 
toe sandals. The product is shorter 
coupled and narrower than the average 
last for open toe shoes, company spokes- 
man notes, 





Buckles for Continental Effect 


NEW BRITAIN, CONN.—A fam- 
ily of three buckles to complement 


the Continental shoe styling is be- 
ing introduced by North & Judd 
Manufacturing Company here. Two 
buckles are of rounded line and one 
has a tapered outline. All are %4-in., 
sized to fit the straps of most dress 
or casual shoes. 


Shoe for Athletic Instructors 
Said to Cut Fatigue, Strain 


CHICAGO — A new shoe espe- 
cially designed for wear by athletic 
coaches and physical education in- 
structors, has been introduced by 
John T. Riddell, Inc., manufacturers 
of athletic equipment. The style is 
known as the Ripple Sole Snug Tie 
Coaches’ Shoe. 


A new walking last with built-up 
heel has been developed. This was 
done to eliminate excessive strain 
and reduce foot fatigue for men in 
this field who are called upon to 
spend long hours standing and 
walking rather than running. 

The upper in the new shoe is 
made of lightweight genuine Blue- 
black Kangaroo leather, cut in a 
lace-to-toe pattern with the pat- 
ented Riddell Snug Tie feature. 


Riddell ‘Saug Tie shoe for athletic coaches 
is made with Ripple Sole. 





Long-Wear Lifts by Mears 


LAWRENCE, MASS.—A _ long- 
wearing, formulated polyurethane 
toplift has been marketed by Mears 
Heel Company under the name 
“Mearthane.” The company will 
mold the lifts as replaceable toplifts 
for use with Mears’ Vitalift dowel- 
reinforced heel construction. 

Because the lifts are attached by 
a separate screw, they can be pro- 
duced with desired characteristics 
of toughness and resiliency without 
consideration for molded-in attach- 
ing devices. Lifts mre made in 
brown and black. 





THOUSANDS OF 
PARENTS 
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© Obituaries 


Stan Hagerty, 68, President 
Of Shoe Manufacturing Firm 


WASHINGTON COURT HOUSE, 
O.—Stan M. Hagerty, 68, president 
and general manager of The P. Hag- 
erty Shoe Company here, died June 
14 after suffering a heart attack at 
his home. 

He had entered the manufacturing 
firm as a young man and had become 
its head when his father, Mike J. 
Hagerty, died. The elder Mr. Hagerty 
was the firm’s founder. Besides han- 
dling administrative duties, Stan 
Hagerty took a keen interest in the 
production end. He was also an ar- 
dent sportsman. 

Surviving are his widow, Ethel; 
two sons, Dr. Robert and Jack, who 
has been in the shoe business with 
his father; and two grandsons. 


RICHARD E. YARRINGTON, 73, 
owner and operator of a shoe store 
in Delavan, IIl., since 1916, died 
last month. Surviving are his 
widow, a daughter, a sister, two 
grandchildren and three great- 
grandchildren: 


RAYMOND E. OTT, 55, superin- 
tendent of the Gilbert Shoe Com- 
pany, Thiensville, Wis., for eight 
years, died of a heart attack June 
19. Before joining Gilbert Shoe, 
Mr. Ott had been assistant superin- 
tendent of the Simplex Shoe Manu- 
facturing Company, Milwaukee, for 
26 years. Surviving are his widow, 
Dorothy; three daughters, Dorothy, 
Mary K. and Barbara; two sons, 
David and Philip, three brothers 
and two sisters. 


CLIFFORD L. COOPER, 57, 
vice-president of the Hub Shoe 
Store, Flint, Mich., died June 7. 
He had been associated with the 
firm since 1918 and was active in 
the Lions Club movement. Surviv- 
ing are his widow, Evelyn; two 
daughters, Mrs. Bruce Pollock and 
Mrs. David St. John; two sons, 
James and Clifford Jack, and a 
brother, Leonard H. 


ARTHUR R. HAUBRICH, 56, op- 
erator of a Milwaukee shoe store 
bearing his name for 19 years, died 
June 6 of a heart ailment. Surviv- 
ing are his widow, Emma; a son, 


Arthur, Jr.; a sister, Mrs. Bernice 
Stafford, and his mother, Mrs. 
Emma Haubrich. 


ANTHONY LaGIGLIA, 82, a 
Norfolk, Va., shoe retailer, died 
June 23 after suffering a heart at- 
tack. Mr. LaGiglia, a native of 
Sicily, came to the U. S. as a boy 
and served in the Spanish-Ameri- 
can War. 

While in the shoe retail business 
in Norfolk, he gained distinction 
by donating 10,000 pairs of shoes 
to the victims of an Ohio River 
flood and another $3,000 worth of 
shoes to victims of a Florida hurri- 
cane. He is survived by his 
widow, Carmelina; two sons, 
Michael and Joseph, who were with 
him in the business; six grand- 
children and two great-grandchil- 
dren. 


EDWARD MEYERS, 53, a sales- 
man for the Freedman Shoe Com- 
pany, a Philadelphia wholesale 
firm, for 35 years, died June 26. He 
is survived by his widow, Ann; two 
sons, Robert and Barry; his par- 
ents, Mr. and Mrs. Frank Meyers, 
and two brothers and two sisters. 
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CARL F. WIPPLER, 53, shoe de- 
signer in the women’s specialty 
style and pattern departments of 
International Shoe Company, St. 
Louis, died of a heart attack June 
14. 

Associated with Internationa] 
Shoe for 15 years, Mr. Wippler 
headed the style department in the 
Queen Quality division prior to the 
consolidation of the specialty divi- 
sions in 1958. Before joining Inter- 
national, he was with Boyd-Welsh 
Shoe Company. 

He is survived by his widow and 
a son. 


HERMAN FINKEL, 50, owner of 
Finkel’s Shoe Store at 60 N. Ninth 
St., Philadelphia, died June 25. 
Surviving are his widow, Esther; 
a daughter, Celia, and a sister. 


ALEX J. HIGGINS, 84, operator 
of a shoe store bearing his name at 
Vallejo, Calif., for more than 50 
years, died recently. He entered the 
shoe business after moving from 
Illinois in 1908. He was active in 
civic and business circles. Surviving 
are his widow, a son and daughter. 


Service, Size Depth Pay Off 
(CONTINUED FROM PAGE 101) 


and maintaining real service to the 
customer. Store policies include 
proper fitting; giving time and at- 
tention while the customer is in the 
store, and providing a selection of 
styles and depth of sizes. 

Mr. Brumlik, Jr., who operates 
the Elmwood Park store, realizes 
that the shoe business is changing. 
He sees that the independent re- 
tailer must keep pace. 

“The independent retailer has one 
advantage over other competition. 
He is in a position to show a per- 
sonal interest in his customers. This 
personal interest, combined with 
service and reliability, brings forth 
customer loyalty.” 

The newer Brumlik store, like the 
one in Des Plaines, maintains depth 
in sizes for men, women and chil- 
dren. For women, this includes 
quads to C’s. A limit to A’s and B’s 
is reserved for the extreme novel- 
ties. Even the better selling and 
accepted high styles are stocked in 
depth. This calls for a heavy inven- 
tory, but the firm is convinced that 
such a policy is essential. 


The Elmwood Park store concen- 
trates on the middle to upper-middle 
price brackets. Top prices in wo- 
men’s shoes run to $20, with the 
bulk of business in the $9 to $20 
range. 

The store has been laid out for 
fast but comfortable service. Chairs 
are spaced for wide aisles but as 
much floor space as possible is used 
as a selling area. 

A special accessory section was 
moved from the front of the store 
at the checkout counter to a corner 
location. This spot is roomier and 
gives a better opportunity for dis- 
play of this growing department. 


Boots, Velvet in ‘Seventeen’ 

NEW YORK—Back-to-school foot- 
wear for teenagers, including velvet 
shoes and boots worn with textured 
knit tights, is spotlighted in the 
August issue of Seventeen magazine. 
A major editorial spread entitled 
“Big Boot Bounty” pictures high and 
low boots along with tights in a 
variety of colors. A second article, 
“Footlight News in Lush Velvet,” 
features velvet shoes from four 
manufacturers. 
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Colors Keynote 1960 Leather Lines 


A survey of spring-summer lines 
of leading tanners reveals two 
groups of colors: the classic and 
the pretty or romantic. Details 
of these companies’ offerings for 
1960 are reported here. 


COLORS are again the most in- 
teresting topic in women’s leathers 
for spring-summer 1960. 

They divide into two groups: the 
classic or basic and the pretty, ro- 
mantic ranging from flower pastels 
to softened bright tones. 

In the classic group, black and 
white, alone or combined, are the 
most important volume colors, as 
they probably will be in ready-to- 
wear. 

Next to these are the off-whites; 
variations of bone, less yellow, more 
grayed. Beiges are influenced by 
both yellow and pink. The warmer 
beiges and middle browns are very 
much liked and Vicuna and Camel 
will be back. The off-beat beiges are 
touched with green as are some of 
the grays. 

Light and medium grays are im- 
portant in spring lines. A true navy 
is favored by some tanners, in pref- 
erence to the lighter, brighter blues. 

“Romantic” colors are described 
variously as “chalky,” “whitened” 
and “lightened” but definitely not 
“washed out.” They include all the 
pretty flower tones: yellows, greens, 
blues, pinks and, very important, li- 
lacs and mauve-y blues for promo- 


tion. The brighter pastels show the 
influence of the “islands,” Hawaii 
and Tahiti reflected in Gaugin’s 
paintings. 

It will be a big patent leather sea- 
son — mostly black but some navy 
and red—due to improved non-crack 
tannages. Washable white leathers 
will increase the sale of white shoes. 
There are anilines and semi-anilines 
in spring lines; lusters and semi- 
lusters; glove leathers; waxy leath- 
ers; perforated leathers. There is 
much talk of sandals; and there is 
great interest in unlined shoes, flats 
and “little heels” and spectators. 


Eisendrath: Colors Continue 
To Be Influence on Each Other 


THE INFLUENCE of one color 
on another continues as a strong 
trend for spring 1960. It is ex- 
emplified in R. D. Eisendrath Tan- 
ning Company’s new line presented 
recently by Ruth Kerr Fries, com- 
pany fashion consultant. 

Grouped as “Toned Neutrals,” 
grays and beiges showed the influ- 
ence of green. Pink also influenced 
some of the beiges and a sandy 
beige showed the influence of 
white. In addition, yellow gives 
some of its tonality to both beige 
and volume browns. And yellow 
gives a melon-y, almost shrimp 
tone to some pinks, both pale and 
darker, according to Mrs. Fries. 

(CONTINUED ON PAGE 116) 





Brown Shoe Gains Control 
Of Canadian Manufacturer 


ST. LOUIS— Brown Shoe Com- 
pany has acquired control of Perth 
Shoe Company, Ltd., of Perth, On- 
tario. 

Clark R. Gamble, president of 
Brown, and Eric M. Sabiston, presi- 
dent of Perth, have announced the 
completion of negotiations which 
give the St. Louis firm working con- 
trol of the Canadian company. The 
latter has been the Canadian licensee 
manufacturing Air Step and Nat- 
uralizer brands for the past seven 
years. 
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Mr. Sabiston still retains a sub- 
stantial investment in the company 
and the organization and its policies 
will remain unchanged. Perth will 
continue to make Air Step and Nat- 
uralizer brands as well as other 
brands it has produced in the past, 
which include Dr, Locke shoes for 
women. 

New officers and directors of the 
Perth Shoe Company, Ltd., are Clark 
R. Gamble, chairman of the board; 
Eric M. Sabiston, president and chief 
executive officer; H. B. Hall, vice- 
president; W. L. H. Griffin, secretary, 
and A. M. Stephen, treasurer and as- 
sistant secretary. 


New Firm to Import 


Shoes from Far East 


NEW YORK—A new shoe import- 
ing firm, Lida Trading Corporation, 
has been organized here and two of 
the principals have departed for 
Japan to open buying offices. 

President of the new company is 
Edward Lipkowitz, who is also presi- 


EDWARD LIPKOWITZ DAVID DAVIS 


dent of Powell & Campbell, Inc., shoe 
wholesalers. With him in the ven- 
ture are two others. His brother, 
Harry, is secretary of the Lida firm 
and treasurer of Powell & Campbell. 
Vice-president and treasurer of the 
importing company is David Davis. 
He was a buyer for M. J. Saks Shoe 
Corporation of New York for 20 
years and for the last six years has 
been associated with Narjos Shoe 
Company, Somerville, Mass. 

Edward Lipkowitz and Mr. Davis 
have gone to Japan with intentions 
of visiting Hong Kong as well. 

According to Edward Lipkowitz, 
one member of the firm will always 
remain in Japan. A large warehouse 
near the New York metropolitan 
area is planned. Offices will be set 
up in midtown New York City. 

Temporarily, the offices are at 122 
Duane St., site of Powell & Campbell. 


NESLA Modernizes Offices 

BOSTON—The oldest trade asso- 
ciation in the shoe and leather field 
now has a suite of modern, air-con- 
ditioned offices. 

The New England Shoe and 
Leather Association has completely 
renovated and redecorated its head- 
quarters at 210 Lincoln St., Boston. 
Opening of the improved offices was 
announced by Maxwell Field, execu- 
tive vice-president. 
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Evans’ Glace Brogandi 
To Be Promoted for ’60 


CAMDEN, N. J.—Glacé Brogandi 
in white and colors will be promoted 
by John R. Evans & Company for 
the 1960 spring and summer season. 

White Glacé Brogandi is ex- 
pected to be a leading leather in a 
big white season, while Nutwood 
and Neuter will be strongly pro- 
moted as leaders in the important 
beige to brown range. Other note- 
worthy colors in this versatile 
leather are Oriental Poppy, Regatta 
Blue, Sanskrit Green and London 
Gray. 

Evans will also promote Glacé 
Brogandi in black, Maverick (de- 
scribed as a handsome dark brown) 
and white for men’s shoes. The 
latter, considered good for men’s 
spectators, is soap and water-wash- 
able. 

Introduced for the first time at 
the Leather Show will be Airie, a 
crushed kid, backed and perforated, 
in white for women’s spectators and 
summer sandals. 

Other John R. Evans leathers to 
be shown will be Ruby (black) Kid, 
Evans Black Knight Impregnatized 
Suede, Peerless White and Colored 
Kid, Cara Kid, Gold and Silver Kid, 
Brogandi and Jimmy Pig. 
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Color Accent Needed for Spring, Irving Says 


ST. LOUIS—Colors for spring 
and summer accessories must have 
more life and punch than in seasons 
past, said Julie Dane, fashion co- 
ordinator for Irving Tanning Com- 
pany and MHunt-Rankin Leather 
Company. 

With the strong return to classics 
in ready-to-wear, fabrics such as 
English tweeds will have an indefin- 
able color quality that demands ac- 
cent. Brights and lively pastels will 
be used for spectators and oxfords 
as well as dress shoes because of 
this understated fabric story, she 
added. 

In presenting her story in the St. 
Louis market, Miss Dane lauded 
Spring Brown as the perfect basic 
for spectator fashions. Gauncho, a 
more reddish brown, was marked 
sport. Other important offerings in- 
clude Chipmunk and Metropolis, 
creamy beige tones that could re- 
place bone; Atmosphere, a_ pale 
gray; Gunmetal; Crystal Gray for 
sport; Stormy Blue, a true navy; 
scarlet; Kismet, bright green; Wild 
Rose, a bright pink that can double 
as red; Blue Chip, a bright pastel 
blue; Honey Butter, a yellow brown 


for sport; Poinciana, a coral red; 
and Surf, white. 


Three colors were spotlighted for 
promotion: Lemonade, a pale yellow 
with a greenish cast; Shortcake, an 
orchid pink, and Easter Egg, a true 
orchid tone. Miss Dane underscored 
the latter because of the big laven- 
der season anticipated in ready-to- 
wear, 


These colors are featured in the 
various finishes made by Irving 
and Hunt-Rankin: Irvana, chrome 
smooth; M.P., lightweight  full- 
grained glove leather; Infanta, full- 
grained glove with aniline finish; 
Galliano, burnished glove with ani- 
line finish; Feather, dress tannage 
in polished, aniline, pearlized or me- 
tallic finishes; Velnap, fine suede 
split; Velvesheen, four-way nap, and 
Playnap, brushed type split. 


In addition to Onyx, the men’s 
black dress leather, the following 
colors are featured in the V.I.P. line 
with aniline finish: Gauncho, a red- 
dish brown for dress and casual 
types; Dark Oak, a cedar brown for 
dress, and Redwood, a casual shoe 
color. 





A. C. Lawrence Stresses Soft 


PEABODY, MASS.—The A. C. 
Lawrence 1960 spring lines have 
been presented to manufacturers 
of men’s, women’s and children’s 
shoes by John States, vice-president 
and general sales manager, and 
Dorothy Anderson, promotional di- 
rector. 

At showings in the major shoe- 
making centers, they featured the 
following leathers: 

In women’s, a new unlined weight 
in luster Ranchide leathers; Spring- 
frost, a new, very small texture; 
Devon Calf; full grain Casbah and 
corrected grain, more aniline, Ama- 
dora; a new semi-aniline tannage 
with a smooth mellow finish called 
Palermo; Finessa; and new Super 
Black Diamond patent leather with 
a special super glide ingredient. 

In the Sheepskin division, Naqua 
is a new water-repellent, deerskin- 
type soft leather for casual shoes, 
promising a new volume casual for 
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Colors in Women’s Lines 


men’s, women’s and children’s shoes. 
In the same division, A. C. Lawrence 
is also tanning imported pigskins 
into mellow, daytime shoe leathers 
coordinated with pigskin sock lin- 
ings. Teeko is a new men’s aniline. 

The overall theme of the women’s 
lines, “The Romantic Mood for 
Spring 1960,” stresses soft, pretty 
feminine colors which appear in 
even the casual leathers. In luster 
Ranchide, the Moonbeam leather, 
colors are grouped as Moonbeam 
Mints and shown as the palest of 
dinner mint tones. In Springfrost, 
the new, very small texture, pale 
pastels again are shown. 

New soft tones are the colors in 
Casbah and Amadora. In the Fi- 
nessa line there are four new 
“pretty colors.” 

Two middle-toned browns—Cob- 
blers Tan, a golden tone for tailored 
shoes, and Thrush, a grayed gentle 
brown for dress shoes—are slated 


for a sizeable amount of the women’s 
colored calfskin business in Devon 
Calf. Coordinated linings have been 
made for a number of the leather 
colors. 


Calling attention to the suitability 
of certain leathers for specific types 
of shoes, Mrs. Anderson suggests 
luster Ranchide in Moonbeam Mint 
colors for a new dressy casual fash- 
ion to wear with soft feminine cot- 
tons in active play to evening 
dresses. Springfrost is suggested 
for a one-leather shoe or combined 
for a new look in spectators or as a 
trim on dressy shoes. 


Palermo, another new tannage, is 
being made especially for women’s 
and children’s tailored and casual 
shoes. Casbah and Amadora in the 
new soft tones are being recom- 
mended for the important, unlined 
little heel shoes. 

A. C. Lawrence held an open house 
for the industry at the company’s 
Boston offices late last month. 
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Surpass Lauds ‘True Color’ and White for *60 


ST. LOUIS—Colors for spring ’59 
have had a “milk bath” ... and 
hence achieve their lighter look for 
1960. That’s the way Sylvie Hamil- 
ton Gallagher summed up her color 
story for Surpass Leather Company. 


“We have just gotten women sold 
on color,” the New York stylist 
pointed out. “It would be ridiculous 
for the shoe industry to go pale and 
neutral in its color presentation 
now. If a woman wants color, she 
buys true color. If she wants a 
neutral, she doesn’t buy pale color, 
she buys white.” 


And white she will buy for next 
summer, as well as color, Mrs. Gal- 
lagher stressed. With “the return 
to the classic” comes the return of 
not only the spectator but the un- 
lined white pump. 


Both these fashions, the stylist 
emphasized in a St. Louis presenta- 
tion, demand a buffed or sueded 
white leather to achieve a delicate, 
classic look. For very “gentle spec- 
tators,” Mrs. Gallagher suggested 
lined or unlined white suede in tra- 
ditional combinations but, more 
fashionably, with dark brown. 


The Surpass color story is most 
widely interpreted in the company’s 
Porcelain tannage, a semi-luster on 
fine grained kidskin. 

This finish features in addition to 
Black Devil and Lily White these 
hues: Buddha Bronze; Blue Beryl, 
a deep bright; Cho-Cho Tan; Jas- 
mine Leaf, green; Twilight, a blu- 
ish gray; Soochow, a rich greige 
suggested as a fashion replacement 
for bone; Chinese Pewter, dark 
gray; Moon Goddess, bright yellow; 
Samurai red; Faint Heart, pink; 
Setting Sun, a nectar tone; Moun- 
tain Mauve; Polite Blue, a bright 
pastel; Sea Coral, a bluish red; and 
Bamboo, 

Many of the aforementioned col- 
ors are repeated in the firm’s other 
tannages: Luster Kang-aroo, cited 
primarily for shoe trims; Imperial 
Kang-aroo, a textured finish for un- 
lined shoes; Baby ’Gator; and See 
Saw, a texture with a luster finish. 

New tannages just introduced in- 
clude Fuji, a heavily textured finish 
on unlined Kang-aroo or linde goat, 
and Buff, a buffed finish on Kang- 
aroo. Fuji is offered in white only, 
Buff in only its natural buff tone. 





U. S. Shoe Repair Shop Operates at Poznan Fair 

















Visitors to 28th International Poznan Fair saw this American-style shoe repair 
shop. Its machines repaired worn shoes for charities. 


BOSTON—United Shoe Machin- 
ery Corporation’s International di- 
vision set up a “typical” American 
shoe repair shop at the Interna- 
tional Poznan Fair in Poznan, 
Poland. 

During the fair last month, worn 
shoes collected from Polish chari- 
table institutions by U. S. Embassy 
personnel, were rebuilt free. 
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The shop was equipped with the 
most modern repairing machinery 
designed and manufactured at 
United’s main plant in Beverly, 
Mass., as well as equipment pro- 
vided by other leading American 
suppliers. 

Robert A. Kummeth of United 
Shoe Repairing Machine Company 
operated the repair shop. 


Colonial Sees Growing 
Fashion Color Demand 


BOSTON—Continued good or bet- 
ter business in certain basic colors 
and growing demand for fashion 
shades is reported by Jane Wheeler, 
fashion coordinator of the Colonial 
Tanning Company, in her presenta- 
tion of spring and summer 1960 
leathers. She also points to “high 
interest” in finishes. 

Reporting on colors, Miss Wheeler 
notes the preference for a navy blue 
in the Flight tonality, a “good po- 
tential in patent leather,” the con- 
tinuance of bone in all leathers, and 
a repeated volume demand for Bene- 
dictine and Briarwood, 

In brighter shades, she sees Scar- 
let red as still good for children’s 
shoes and flatties, including patent 
leather flats. Bright green is wanted 
for casuals; Capri, an olive shade, 
for lined pumps and dressier types. 
Zinnia, an orange, is much in demand 
in smooth and napped and in flat 
grains where it is “beautiful” with 
white. 

Grapefruit, a yellow, also contin- 
ues strong in the same categories as 
Zinnia; Gold Dust reflects the trend 
to gold and is best in napped, Silka 
and Colbuk. In the beige - brown 
family, there is the new Cobbler’s 
Tan, a warm beige, and the very im- 
portant browned beige, Woodsmoke. 
Cobbler’s Tan is recommended for 
pumps, flatties and spectators. A 
light blue shade, “Wisteria,” is 
slated to be a promotional color. 

There is a great deal of interest in 
finishes, according to Miss Wheeler. 
Aniline, pearl, wax and _ patent 
leather are all very much liked. In 
new leathers there is Lustre Weave, 
a novelty straw print with a pearl- 
ized finish. Parade is a full-grain 
glove leather with a pearlescent fin- 
ish. Tableau is Parade with a small 
grain and an aniline finish. Anilglo, 
a fourth type to be added, is a semi- 
aniline, light weight for lined shoes. 

Reporting further on tannages and 
finishes, Colonial’s fashion coordina- 
tor notes the increased interest in 
splits for bal oxfords, sports shoes 
and ballerina types. Glissant, a waxy 
glove leather, is “terribly big,” Miss 
Wheeler says. The interest in pearl- 
ized finishes is referred to as a re- 
vival. 

Punched leathers are still impor- 
tant. Facade and Ribbon Punch are 
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new to this group. White, black, 
bone and White Bark are the colors 
for these. 

Biggest news of all is the new 
Luxury patent leather, non-crack, In 
addition to its wide use in closed 
pumps, costume suit shoes and chil- 
dren’s shoes, it is now considered 
important in casuals and sandals. 

Miss Wheeler also reports a grow- 
ing interest in patent leather for 
men’s cross strap loafers and eyelet 
ties. Its added “breathability” qual- 
ities are recognized, giving it greater 
popularity for use in closed shoes. 


Rueping to Promote 


Three New Tannages 


FOND DU LAC, WIS. — Three 
new leathers will be featured in the 
Rueping line for spring 1960, ac- 
cording to Walter Schroeder, vice- 
president and sales manager for the 
Fred Rueping Leather Company. 

“Twinkle,” designed primarily for 
women’s leisure and casual wear, of- 
fers a new look in whitened pastels 
and is described as “flecked with 
stardust.” Subtle undertones are 
highlighted when the leather is 
pulled over the last, the effect being 
created by penetrating aniline dyes. 

Twinkle is a full-grain, luxury 
leather, soft and buttery, in lined 
and unlined weights. It is available 
in an extensive range of colors. 

For men’s fine footwear, Rueping 
is introducing a soft, full-grain 
leather with a soft look. ‘“Guards- 
man,” designed for the new styles 
in men’s wear, is offered in three 
attractive colors. “Oneida,” the 
third new line, is in fine boarded 
grains for the men’s volume market. 

Glove-soft, full-grain “Manitou” 
and “Fluff” leathers, appropriate 
for unlined casuals and juvenile 
footwear, will stress soft, muted 
tones for the coming season. The 
enlarged line will carry 18 shades. 

The “Tomahawk” line of smooth, 
lustrous, aniline-dyed leather for 
men’s dress shoes, boys’ shoes and 
juvenile lines has been completely 
revised. Of the 14 shades in the 
new line, seven are featured in 
Tomahawk for men’s and women’s 
unlined, handsewn mocs. 

Elk-tanned leathers such as “Kin 
Kin” and “Kankakee” and smooth 
“Hiawatha” continue to play an im- 
portant part in children’s footwear. 
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Allied Show Advisors See: 


Subtle Ornaments, Versatile Goring Ahead 


NEW YORK—Subdued and deli- 
cate treatments in ornamentation 
can be expected in footwear for next 
spring and summer. This is indi- 
cated by an advance report issued 
by the Allied Shoe Products Show’s 
Style Advisory Committee on Shoe 
Ornaments. 

Several important shoe styling de- 
velopments are bearing influence on 
shoe ornaments, the committee said. 
The oval toe has begun to take pre- 
cedence over the extreme pointed 
toes. Shoe silhouettes are tending 
toward elegant simplicity, relying 
on beautiful textures in leather and 
fabrics with jewel-like, museum- 
piece ornaments. 

Larry Albiniano, chairman of the 
committee and general manager of 
F. Ronci Company, Inc., said, “No 
longer will shoe ornaments have the 
tack-on look of yesterday, but will 
become integral parts of the shoe de- 
sign.” 


Fabrics with Metal 


A wide variety of fabric orna- 
ments such as bows and knots will 
be in prominence, but generally com- 
pleted with a metal trimming. 

In women’s wear, the combination 
of the classic line in clothing indi- 
cates small detailing on women’s 
shoes. There will be simplified lines 
in strippings with small metal find- 
ings of all types. Buckles will also 
adopt simplicity forms. There will 
be feminine bows for dress wear, 
with rhinestones, beads and marqui- 
sites; tailored bows with touches of 
metal. The return of the sling pump 
with oval toe will make the func- 
tional buckle an important factor 
again. 

In children’s shoes, there will be 
more functional designing where the 
straps are decorative and appear to 
be an integral part of the shoe. 
Metal with rhinestones will be good. 
There will be more ties, soft and 
dainty, and also one or two eyelets. 
Buckles used functionally on infants’ 
and smaller sizes will continue to 
sell strap shoes. 

In men’s shoes, as the trend con- 
tinues toward lightweight shoes, or- 


namentation on slip-ons will tend to 
be somewhat inconspicuous, such as 
on strap ends and loops. Plain, 
heavy-type buckles will continue to 
be popular on monk straps. 


Varied Goring Treatments 


Meanwhile, the Allied Show’s Ad- 
visory Committee on Shoe Goring 
issued its own report pointing to an 
“extraordinary versatility and va- 
riety of treatments” in goring for 
spring shoes. 

Nicholas J. Wershing, committee 
chairman and also head of H. & W. 
Shoe Supplies Company, said appli- 
cations will range from decorative 
effects in dress shoes to fit-and- 
comfort functional features in basic 
and casual footwear. 

Highlights as seen by the com- 
mittee: 

One of the newest types of goring 
combines with dainty touches of 
metal. Others consist of tubular gor- 
ing in various thicknesses; soutache 
in different widths; novelty weaves 
which show attractive patterns of 
stripes, plaids, etc.; goring with sur- 
face interest, such as suede, satin, 
crinkles, pleats, and covered goring. 

For women’s spring dress shoes 
in all heel heights, both functional 
and decorative gore treatments will 
be featured on asymmetric straps, 
T-straps and wish-bone straps. Fea- 
tured also will be sabot effects on 
open shanks, and open backs and ties 
of different types. Clever textured 
goring will become in many cases an 
integral part of the shoe design. Me- 
tallic surfaced goring will be used 
to dramatize otherwise stark or plain 
footwear. 

The finger or slash gore shoes so 
popular in past seasons will hold 
their popularity. 

In flatties and teen types, we will 
see gore-laced vamp effects. 

For men’s and boys’ shoes step- 
ins will feature slashed, front and 
hidden gores and will be accompanied 
by various strap shoes with gore ad- 
justments. On street shoes, goring 
will tend to match the leather, while 
on casuals it will be used imagina- 
tively to emphasize the design and 


textures of the shoe. 
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Shoes Must Create Fashion Excitement in ’60: G. Levor 


ST. LOUIS—With apparel settling 
back into a very classical pattern, 
the burden of creating fashion ex- 
citement falls on footwear and ac- 
cessories. So says Billie Howard, 
fashion consultant to G. Levor & 
Company, Inc, 

This challenge, she pointed out 
during a St. Louis market visit, can 
be met by introducing opened-up 
shoes, new ideas in spectators and 
walking shoes, and last but not least, 
color. 

And even with a big white season 
predicted, there is color news in 
white, too, Miss Howard reports. 

Like many other colors in the G. 
Levor Cosmic line, white is being 
influenced by yellow. 

The result: a creamy white tone 
called “White Chocolate” . . in- 
spired by the non-melting white 
covering given summer chocolate 
candies, It matches the creamy 
white tones of silk and cashmere. 

One color being well received 
is Cologne, a warm golden shade de- 
scribed as a soft version of camel. 
In close range are Fawn, a golden 


tan; Twenty Carat, a dull gold, and 
Seedling, a yellowed green. In the 
beige range, G. Levor shows Cream 
of Beige, a variation on bone; Buff, 
a yellowed tone, and Mocha Ice. 

Rounding out the Cosmic line are 
Madrilene, a bright scarlet; Shadow 
Grey, a medium tone; Bluing, a 
bright medium blue; Ink, a dark but 
bright navy; Crouton, a softened 
version of benedictine for spectators; 
Twig, a golden brown; and black. 

Slated for summer promotion 
along with White Chocolate are 
pastel pink, pastel blue and Opalene, 
a chameleon-type color in the sea- 
foam category. All the colors in the 
Cosmic line are repeated in Riveria, 
a finely grained calf, and Clover, 
smooth calf. 

Caprello, a new tannage described 
as a glove-like goatskin, offers a 
brighter color range for more casual 
types of footwear, It includes Wild 
Iris, Blue Pine (turquoise), Azalea 
pink, Cologne, Yellow Tulip, green, 
Nectarene, Crouton, Raspberry Ice 
(bluey pink), Madrilene, Bluing, 
Dill Green and white. 


Colors Are Lighter, Whiter 
In Haus of Krause Leathers 


NEW YORK—For spring 1960, 
colors have been lightened and 
whitened, according to fashion direc- 
tor Sylvie Hamilton Gallagher. She 
said this in discussing Haus of 
Krause Pigmillion pigskin leathers, 
Plush and Pigtail. Colors are not too 
subtle, she pointed out, adding that 
she believes in “apparent” colors. 

New colors—identica]l in the two 
leathers—are Scrub Pine, a yellowed 
green; High Noon, a greenish yel- 
low; Cascade Blue, a whitened tur- 
quoise; Deep Water, a lovely clear 
blue; Sand Storm, a flattened, light- 
ened beige; Carrot Top; Covered 
Wagon; Camp Fire, a clear, light- 
ened orange; and Mauve Sachet. 

Carried-over colors for Plush and 
Pigtail pigskins are Tumbleweed, 
very important because of the popu- 
larity of brown with white in shoes; 
Canyon Coral, a coral pink; True 
White; Paleface; Black Thunder; 
scarlet; Gunsmoke; Tobacco; West- 
ern Sky, for boots, and Corncob, a 
greenish beige. 
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Avon Sole Co. to Introduce 
Assortment of New Designs 


AVON, MASS.—A variety of new 
soling products are to be intro- 
duced by Avon Sole Company at the 
Allied Shoe Products Show in New 
York. 

A new Kingo design sole, called 
“bold” and resistant to side slip, is 
being marketed in Cush-N-Crepe in 
men’s soles 27 irons thick in the 
forepart with varying heel heights. 
Models of boys’ and women’s soles 
in 24-iron thickness are also being 
shown and sampled. According to 
the manufacturer, Cush-N-Crepe is 
light in weight and soft to walk on. 

A second new design, Grid-Tred, 
is offered either in assembled sole 
and heel units, or in sheets. This 
is also a non-slip functional sole. A 
similar soling is the new Haf-Trak 
design currently available only in 
Neoprene in brown and red. Both 
these soles come in Cush-N-Crepe. 

Avon has obtained mold equip- 
ment for a design called Petirib, 
now offered in two ways. One fea- 
tures the forepart with ribs slant- 
ing backward and shank and heel 


areas with ribs leaning forward. 
The same forepart design is avail- 
able for sampling of women’s soles 
with a smooth shank and heel area. 

Another new item is a forepart 
tap in Karak compound, which is 
being used on shankless shoes in 
the women’s field. 


French Patent for Ripple Sole 


DETROIT—Patent rights on the 
Ripple Sole, covering its arc and 
herringbone forms, have been 
granted by the French government 
to the Ripple Sole Corporation, De- 
troit. The company has licensed the 
patent to Societe des Talons Wood- 
Milne. This concern was the li- 
censee under previous Ripple Sole 
patents for France, French Morocco 
and Tunisia. 


Importer Opens Showroom 


NEW YORK—Albert Hekler, an 
importer and representative of Bella- 
gamo Footwear, has opened a show- 
room in the Marbridge Building fea- 
turing Italian shoes. A line of 
popular-price Italian cold weather 
boots is included. 


Godfrey Appointed Manager 
Of USMC’s Miller Division 
BOSTON—Richard H. Godfrey of 
Plymouth, N. H., has been appointed 
manager of the O. A. Miller division 
of the United Shoe 
Machinery Corpo- 
ration. 
He succeeds R. 
H. Daniels, who 
some time ago was 
made president of 
the S. A. Felton 
Company, indus- 
trial brush manu- 
facturing affiliate . 
of United. m 
Mr. Godfrey RICHARD GODFREY 
joined O. A. Miller soon after grad- 
uating from the University of Maine 
in 1950. His assignments have in- 
cluded both production and sales of 
shoe trees and shoe factory treeing 
equipment, as well as the promotion 
of shoe dressings and Cordo-Hyde 
shoe laces distributed by Miller. 
Announcement of the appoint- 
ment was made here by Wilson 
Palmer, vice-president of United 
Shoe Machinery. 
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Colors Draw Main Interest in 1960 Leathers 


(CONTINUED FROM PAGE 110) 

Clear blues are being revived in 
various shades from pale to tur- 
quoise and those touched with vio- 
let. Marine blues, clear, light nau- 
ticals, will replace true dark navy. 
The blackish blues, it appears, re- 
quire special merchandising. Reds 
will again be important and range 
from rosy to clear and bright or 
orangey. 

White and off-whites will be vol- 
ume following their success in 1959. 
The combination of red, white and 
blue will have fashion significance. 

Noteworthy in the Ejisendrath 
spring and summer colors are the 
bright Staccato group, the Tension 
or Oriental colors and the cool, 
peaceful pastels, the Dragés colors, 
like the sugar-coated Jordan al- 
mond candies. For southern resort 
wear and light color spring suits 
the Toned Neutrals will be impor- 
tant, according to Mrs. Fries, along 
with black and white. 

A wide choice of colors is offered 
in Firenze, a leather adapted to 


both tailored and dressier types, 


for both spring and resort wear. 
es e = 


Seton: Black Patent Viewed 
As a Fashion Highlight for ’60 


BLACK patent leather for spring 
1960 is going to be a fashion high- 
light in women’s shoes, according to 
R. S. Kaltenbacher, speaking for the 
Seton Leather Company. Gunmetal 
patent is also expected to be of some 
importance, according to this top 
executive. 

In leather for casual shoes, there 
are three new colors: Toasted Muffin, 
a beige; Cobbler Tan, a new dark 
brown, and Bittersweet, an orange. 
The trend in brown is away from a 
reddish cast, Mr. Kaltenbacher notes. 


Lichtman: Neutrals in 2 Types 
Introduced for Casual Shoes 

J. LICHTMAN & SONS reports 
two types of neutral colors for 
casual shoes: off-white and beiges 


on the one hand and “positive neu- 
trals” in glove leathers on the 


other. Colors in this group include 
Kelp Green, Sand, a less yellow 
Bone. 

Two new leathers are Berkshire 
Premier Palma, a burnished tex- 
tured glove tannage for men’s, wo- 
men’s and children’s shoes, and 
Berkshire Premier Andorra, a 
crushed kid, for a lightweight wo- 
men’s leather. ‘Cool colors” in 
glove leathers are described by 
Robert Lichtman as leathers with 
no brightness and no glare. Im- 
portant color in a light weight for 
sandals is lilac. Another color spe- 
cially noted is Mist Gray. Tyrolean 
Tan is a paled-out orange for men. 

‘J + 


Geilich: Colors Concentrated 
In Lurina Suede for Spring 

COLORS for resort and spring in 
the Geilich Tanning Company’s line 
are concentrated in its Lurina suede 
finish. 

This, as Mrs. Martha Geilich ex- 
plains, is due to the fact that price 
considerations have created a de- 
mand for more basics. The colors 
are thus geared to special promotions 
for styles that will serve as “addi- 
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tional, rather than ‘instead of,’” 
shoes. The Lurina suede collection 
encompasses both pales and brights, 
but all are chalky in tonality. 

Four new perf patterns have been 
introduced: Piecrust, Lotus Blossom, 
Rice Paper and French Weave. Daisy 
and Clover repeat. The strongest 
selling item, according to Mrs. Geil- 
ich, is Waxide, now offered in 13 
colors, 

Teak, a glossy finish in both 
smooth and Amano grain, continues 
in a new range of colors. Cambi- 
Buck and Cambi-Lura, shown only in 
staples, are available in colors for 
special promotions. <A_ buffed off- 
white and a paler version of Butter- 
milk are new in this basic range. 

Introduced for the first time is a 
lined weight white kip in both wash- 
able and regular finish. It will run 
in addition to the unlined weight. 


Hermann Loewenstein: Colors 
For 60 Won’t Be ‘Washed-Out’ 


FOR spring-summer 1960, colors 
will not be “washed-out,” says Ros- 
alind Allan, fashion director for 
Hermann Loewenstein, Inc. Exempli- 


fying this trend is a series of deli- 
cate “Sheer Heaven” aniline colors, 
the newest of which is Peach. 

In addition to these shades, there 
is a range of aniline colors among 
which Mulberry and Springtime, a 
gray blue, make news. 

The group of bright but softened 
colors in this collection has been 
created for little flats and little heel 
shoes. 

The “real spring look,” however, 
Miss Allan finds in the group of 
“Tolerant Tones”—sunny in cast for 
resort wear and dusted over and 
deepened for spring. Neutrals are 
strong in the Loewenstein collection 
and include three important beiges— 
Whitestone, lighter and less yellow 
than Bone; Parchment, even less yel- 
low, and Gabardine, a taupier beige. 
Pussy Willow Gray is continued and 
gray is considered important right 
into next spring. 

White sales are growing at every 
price and style level, Miss Allan re- 
ports, and Loewenstein has Beluga, 
Lustre, Kafalope, Buck and kidskin, 
for lined and unlined shoes. Silk 
Purse, a pure aniline pigskin, is 
steadily gaining acceptance. 


Fleming-Joffe: Chalk Finish 
Is Offered in Continued Line 


A CHALK finish on the con- 
tinued Sweet Kid leather, lizards 
and cobras is new at Fleming-Joffe, 
Ltd., according to the company’s 
style department. Soufflé is a new 
tannage, the Cuoio Vecchio leather 
with a chalk or soft, powdery 
finish. 

A crushed luster finish on Sweet 
Kid with a finer grain is also news 
at this high-style leather house. 
So, too, is a new imported suede 
with a very short nap designed to 
coordinate with the lizards. Strip- 
ing on Iguana lizard is also new. 
Crushed lizard is being revived. 


General Split: Versatility 
In Treatment Keynotes Line 


NEW DIMENSIONS and versa- 
tility in treatment of splits for a 
complete line of shoemaking are be- 
ing offered by General Split Corpo- 
ration. 

New patterns and colors include 
special adaptations for everything 
from women’s high-heel, high-style 

(CONTINUED ON NEXT PAGE) 
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shoes to casuals and flatties, as well 
as men’s boots, company officials an- 
nounce. 

Highlighted are new Florentine 
metallics which consist of gold and 
silver patterns printed on pastel and 
bright colors. Leopard spots and 
zebra stripes are included in the 
Congo Casual lines of Sylka suedes. 
Also being shown are ice tints in 
suede, many almost whites and very 
light tints of vanilla, strawberry, 


| lemon, orange and lime. 


| Albert Trostel: Aniline Finishes 


And Stuffed Leathers Stressed 


OFFICIALS of Albert Trostel & 
Sons Company continue to stress 
aniline finishes and glovey stuffed 


leathers. 


These are used chiefly for the 
men’s work shoe field, including 
hunting boots and rugged outdoor 
types of shoes. Browns are gaining 
prominence, it is reported, with 
emphasis on the darker and brown 
browns rather than the reddish ver- 


sions. 
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Wisconsin Leather: Various 
Applications for Side Tannages 


PASTEL colors and_ textured, 
crushed and other new applications 
for side leathers are featured by 
Wisconsin Leather Company. 

The firm places emphasis on a side 
leather which can be used three 
ways. These include a suede finish, 
a smooth finish and a combination of 
the two. 


A number of new glove-tanned 
leathers are being shown. Rawhide 


| is a stuffed leather for use in cas- 


uals, work shoes, hunting boots and 


| chukka-style boots. Rugby is a full- 
| grained leather for men’s boots and 


moccasins and for women’s hand- 
It comes in three 
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weights: 3-34 ounces, 4-414 ounces 
and 5-514 ounces. 

Savona is the name given the new 
sueded full-grained leather which 
can be used three ways—the flesh 
side, the grain or a combination, It 
comes in 3-3% and 4-4\% weights. 
Barclay is a corrected piece of 
leather and Plaza, a_ full-grained 
crushed grain effect. 


Donovan: Three Promotion 
Colors Among Spring Shades 


NEW COLORS for spring 1960 in- 
troduced by Donovan Industries in- 
clude three promotion colors: Miette, 
a slightly peachy natural; Pisello, a 
pale frosted green, and Voyante, a 
toned-down April-in-Paris shade. 

Two grays are in the line: Soli- 
taire, a pale shade that may go from 
the high fashion of a few months 
ago to volume for transition and 
resort lines, and Spring Shadow, a 
-new soft medium gray. Sempre is 
a bone strongly influenced by gray. 
Perla is a fashion version of Bone. 
Medallion, a rich spectator tan, is 
offered for tailored types. 

In sharp contrast to these muted 


tones—as Miss Luciana Silvestri, 
the firm’s fashion director, noted— 
are the bright colors designed espe- 
cially for cruise wear. Light, bright 
yellow, Sole, is number one followed 
by Joy, an offbeat blue. Beau is a 
new aqua; Seville, a classic red. 
Mandarin, a continued orange, has 
lost ground to Sole yellow. Three 
lilac tones are Come Prima, Minuet 
and Tamaris, more pink than purple. 

All the colors mentioned, plus 
Flight Blue, will be made in Deldi- 
silk, Plaza calf and Plaza luster. For 
the first time Deldisilk is being 
offered in white. 

New leathers in the Donovan line 
include: Bookbinder, an imitation of 
Plaza calf on kip; Marbella, a new 
effect on pigskin; Magnifico, a full- 





Amalgamated Shifts Offices 


WILMINGTON, DEL. — Amal- 
gamated Leather Companies has con- 
solidated its Wilmington executive 
offices, including sales, finance, order, 
cost and others, on one floor of the 
firm’s main building. William Blatz, 
Jr., corporate executive, said the 
shift was an efficiency move “to in- 
crease service and supply.” 


grained aniline kip; Marion, a 
boarded kidskin, also with luster 
finish; patent kid and calf; and a 
wide range of novelties in Aurora 
patent kip in colors, iridescents and 
prints. 


Gallun: New Women’s Weight 
Calf Leather Gets Emphasis 


A NEW women’s weight calf, 
known as Strato, was reported as 
well received in early showings by 
A. F. Gallun & Sons. It is described 
as a semi-bright mellow tannage with 
the soft look. 

This particular leather is to re- 
ceive considerable emphasis in com- 
pany promotion and presentations. 
Thus far, there has been particularly 
good sampling in the “nothing” 
colors, such as Seagull, Haze and 
Four Seasons. 

Honeycomb, a textured effect in 
calf, is also highlighted in both lined 
and unlined weights. In addition, 
Gallun is showing new men’s weight 
smooth and textured leathers and 
conventional smooth and _ boarded 
leathers. There is also a line of 
vegetable leather for belts, wallets 
and other novelties, 





Why PICITE 


PROTECTED GERMICIDAL SHOE LINING? 


It is the only lining ever approved by The National Foot 
Health Council. 


It is used by leading makers of shoes for men, women and children. 
It is bought by more and more consumers. 


because PICIMTE 


OFFERS ALL THESE ADVANTAGES: 
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@ Stops athletes foot reinfection 


@ Preserves leather from stiffening and cracking 
@ Keeps shoes from getting out of shape 
@ Prevents bacterial decay, mildew and odor from perspiration 


Other famous Pacific Mills shoe linings: 


PACITWIN — two-in-one, flannel and drill wrinkle-free lining 
PACIDURA — non-fray, shrink resistant, cotton lining 
PACITEEN — especially for slippers, dyed suede finish lining 


PACIFIC MILLS DOMESTICS CORP., an affiliate of WAMSUTTA MILLS, Dept. P32, 1480 Broadway, New York 18, N. Y. 
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Personnel 





JACK JANSING 


EDGAR E. JOINER 
Dior Executive 


Executive VP 


Elected... 


Edgar E. Joiner, as executive 
vice-president of F. W. Mears Heel 
Company, Inc., Lawrence, Mass., 
affiliate of United Shoe Machinery 
Corporation. Mr. Joiner became as- 
sociated with United in 1941 and 
was transferred to Mears in 1948. 
He has been a vice-president and 
director since 1957. 


Appointed... 


Jack Jansing, as vice-president 
and general manager of Christian 
Dior Shoes, New York, a division 
of Genesco. Mr. Jansing, formerly 
wholesale manager, has been with 
the company two years. 


Joseph L. Grue, as production 
and merchandise manager of the 
Yankee Shoemakers division of 
Sam Smith Shoe Corporation, New- 
market, N. H. He was formerly ju- 
venile merchandise manager of the 
Sundial division of International. 

Edward J. McBryde, as sales rep- 
resentative for Roberts, Johnson & 
Rand division of International Shoe 
Company, St. Louis. He replaces 
Paul Bennett, who has resigned. 
Mr. McBryde will cover the Detroit 
territory, including northern and 
central Michigan, with his head- 
quarters in Detroit. 

Henry Friedland, as display di- 
rector for National Shoes, Inc., 
Bronx, N. Y. A veteran of 30 years 
with the firm, he formerly assisted 
Abe J. Markowitz, who has retired. 

Irving Elfland, George Konomos, 
Carl Freudenthal, Jack Perryman 
and James W. Ganley, as sales rep- 
resentatives for the new children’s 
division of H. C. Godman Company, 
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JOSEPH L. GRUE 


EDWARD McBRYDE 
At Sam Smith J RJER 


Columbus, O. Mr. Elfland will cover 
Florida; Mr. Konomos, Kansas and 
Missouri; Mr. Freudenthal, Los 
Angeles; Mr. Perryman, Oklahoma, 
Texas and Louisiana, and Mr. Gan- 
ley, Hawaii. 

J. Ed Rowland, as assistant di- 
rector of sales for the Textileather 
division of The General Tire & 
Rubber Company, Toledo, O. He 
has been with the company 11 
years. 

Wilson Schaedler, as a designer 
and sales representative in the St. 
Louis area for Vulcan Corporation, 
Cincinnati, O. He spent 23 years 
with Western Last Company before 
joining Vulcan. 

Sidney Brown, as sales represen- 
tative for the Hiteman Leather 
Company, Inc., West Winfield, 
N. Y., covering the Ohio-Tennessee 
territory. He is also associated 
with the Brockton Shoe Trimming 
Company, Cincinnati, O. 

Sidney Levine, as specialist to 
the shoe manufacturing industry 
for Coats & Clark Sales Corpora- 
tion, New York, covering Maine, 
New Hampshire and Massachu- 
setts. The firm makes a line of 
quality sewing threads, cotton and 
synthetics, and ready-wound bob- 
bins for the shoe industry. 

Nathan Kaufman, as sales repre- 
sentative for Trimfit Hosiery, New 
York, covering Kentucky and Ten- 
nessee. He will make his headquar- 
ters in Memphis. 

Harold A. Ketchum, as executive 
assistant to the president, and 
Rocco J. DiFonso, as treasurer, of 
Glen Alden Corporation and sub- 
sidiaries, New York. Glen Alden is 
the parent company of E. Hub- 
schman & Sons, tanners. 


NANCY KNOX 


OSCAR YON LAHR 
Ret LeavesHE&A 


iring 


Promoted... 


Leo T. Eggering, to assistant 
manager of International Shoe 
Company’s international traffic de- 
partment, at St. Louis. Mr. Egger- 
ing began with International in 
1924. In addition to his new duties, 
he will retain responsibilities in, 
cost work and transportation analy- 
sis. 


Retiring... 


J. H. Gimblett, as general man- 
ager of the Utrilon division of In- 
ternational Shoe Company, effective 
August 1. A 37-year veteran with 
International, he has been general 
manager of both the Continental 
and Sentinel divisions and in 1932 
founded the Hy-Test Safety Shoe 
division and became its first gen- 
eral manager. 

Oscar Von Lahr, as manager of 
Pepperell Manufacturing Com- 
pany’s shoe fabrics office in St. 
Louis. He has been associated with 
the shoe industry for 56 years. 


Resigned... 


Nancy Knox and associates, as 
fashion consultants for H & A Shoe 
Corporation, Newburyport, Mass. 
Miss Knox said she and designer 
Hank Davidson were responsible 
for creating the Home & Abroad 
line for the company. 

John G. Reynolds, as advertising 
manager of Brown Company, Ber- 
lin, N. H., manufacturers of pulp 
products including innersoles. He 
will establish his own business, 
Copyrite, servicing agencies and 
advertisers, with company offices in 
Boston. 
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Where to Buy 








ORTHOPEDIC FOOTWEAR 


IMPORTED SHOES 





TARSO SUPINATOR SHOES® 


—for weak or flat feet— 
. prescribed by doctors 

as the modern corrective 

shoe for children. 

Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broadway * Yonkers, N. Y. 


dhe. 


MADE AND SOLD 
ONLY 


MN econile TERNATIONAL 


Broadw N.¥.C 





JOBS 


BOX HANDLERS 





Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 
4 A QR i S THE NATION'S FINEST 
CANCELLATION SHOES 
79-81 READE ST., N.Y. 7 + WO 2-5180 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fine pualiiaain 
MOSINGER -COHN 


1235 Washington, St. Louis 3, Mo 














Annual Scholarships Given 
In Memory of Shoe Executive 


DANVERS, MASS.—Two full 
college scholarships and an addi- 
tional $500 award have been pre- 
sented here by the Paris S. and 
Grace H. McCutcheon Foundation. 
Mrs. Grace McCutcheon is president 
of Mrs. Day’s Ideal Baby Shoe Com- 
pany of Danvers. The scholarships 
are given each year in memory of 
her late husband, Paris, formerly 
the firm’s president. 


The foundation makes the presen- 
tations to deserving students, either 
Danvers High School pupils or chil- 
dren of the shoe company’s em- 
ployees. 
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DO LONG ARM* 


The efficient box handler 
QUICKER, EASIER, SAFER 


YOU 
STILL 
climb 
LADDERS? 


Long Arms will reach 
the shoes on high shelves 
quicker, easier, safer 
than by any other 
method. Long Arms with 
handles 24", ath a 
and 60", $3.50. With 72" 
handles, $4.50 postpaid in USA. Specify handle 
length desired and if for men's or women's 
boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 


‘trade Mork 





She 














Patented 

















UBS Shareholders Approve 
Acquisition by Staley Co. 


CAMBRIDGE, MASS. — Stock- 
holders of U B S Chemical Corpora- 
tion have approved acquisition of 
the firm by A. E. Staley Manufac- 
turing Company, Decatur, IIl. 

Staley directors had approved the 
plan earlier, after the managements 
of the two companies reached a mer- 
ger agreement. 

A spokesman for Staley said UBS 
initially will operate as an autono- 
mous unit. 

U B QS’ products include chemi- 
cals used for finishing, combining, 
cementing, impregnating and proc- 
essing leather, fabrics, rubber and 
other materials. The Staley Com- 
pany is the country’s second largest 
corn refiner and one of the largest 
soybean processors. Its products 
include starches, syrups, feeds, oils 
and chemicals. 

The merger is being carried out 
on the basis of an exchange of one 
share of Staley common stock for 
each one and three-quarter shares 
of U B S common stock. Preferred 








stock of U B § is being retired. 
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BAYER Gpace-Misor 
STAIRWAY 
CONVEYOR 


iS 


ke: 


1 
us 


Takes the work out of moving 
merchandise upstairs 


a “ Zs 


Space-Miser 
goes up, down or 
stops at the touch of a switch! 


This low-cost, practical Bayer Space- 
Miser inclined conveyor carries bun- 
dies and packages up or down stairs, 
helps to cut losses from breakage or 
other damage due to carelessness or 
accident. Space-Miser gets the job 
done faster! 


Anyone can operate Space-Miser. Simple 
“up’’, “down” and “‘stop” switch con- 
trols movement with fingertip touch, 
makes operation foolproof and safe. 


Folds out of way when not in use. Space- 
Miser folds flat against wall when not 
in use, does not interfere with normal 
stair traffic. No special installation 
required. Accommodates packages 
and cartons as large as 18”x48" x48” 
up to 250 Ibs. 

Write today for complete informa- 
tion on how to get added utility from 
your store. 


A.J. BAYER COMPANY 


2300 East Siauson Avenue 
Los Angeles 58, California 








O’Sullivan Offers Rib Soles; 
Will Display European Items 

WINCHESTER, VA. — Rib-type 
rubber soles called Sulva-Trax, with 
inside or outside wedge, are being 
marketed to shoe manufacturers by 
O’Sullivan Rubber Corporation here. 

Company President Paul Terretta 
said the soles are available in white, 
brown and black in sizes for men’s, 
boys’ and women’s shoes, including 
women’s flatties. 

Mr. Terretta said two other O’Sul- 
livan products are receiving “excep- 
tional manufacturer acceptance’: 
the juvenile heel line and Dynaprint 
shoe bottom material. The 4-414/8 
juvenile heels, soft and long-wear- 
ing, are for use on quality shoes of 
various construction. The Dyna- 
print soling material is described as 
high-style and high-quality with a 
unique finish. 

At the Allied Shoe Products Show, 
August 1-4 in New York, O’Sullivan 
will set up a special display of 
European-made products in coopera- 
tion with The Combined-Rubber 
Company, Ltd., of London. The ex- 
hibit is to enable U. S. shoe pro- 
ducers to keep abreast of what is 
happening abroad, particularly in 
regard to prefabricated shoe bottoms, 


Hartland Pays Profit Shares 


BOSTON—Some 338 employees of 
Hartland Tanning Company, Hart- 
land, Me., will jointly receive over 
$50,000 with their vacation pay as 
the final installment of the company’s 
profit-sharing program for 1958. 

Max Kirstein, president of the 
Irving Tanning Company, Boston, 
announced the figure at a meeting of 
supervisory personnel of Hartland 
Tanning, an Irving subsidiary. The 
profit-sharing program was set up 
in 1954 and the current semi-annual 
payment is the 10th. Employees’ 
profit shares consist of 50 per cent 
of total gross profit before taxes, 
a company spokesman said. 


Color Card for Fabric Dyes 


PROVIDENCE, R. I.—A supple- 
mentary color card for fabric shoe 
dyes has been issued by the Everett 
& Barron Company, local manufac- 
turers of Cinderella dyes. The card 
carries small satin swatches dyed 
in 10 colors now being promoted by 
shoe manufacturers, fashion maga- 
zines and other style sources. 
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Wanted to Purchase 





IMPORTED SHOES 


DISPLAY 





GENUINE 


dah. 


MADE AND SOLD 
ONLY 


Mfercanit “(ATEs 








PRICE TICKET HOLDER 


Original Plastic Made in 
Gold, Silver, Clear 
$36.00 Gross Half Gross $18.00 


CAMERON COMPANY DISPLAYS 
500 Echo Lane Glenview, Illinois 























CLOSE OUTS 


1603 South Michigan Ave. 
Phone or Wire Collect 





KELLY PAYS TOP PRICES 


COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
COURTEOUS ETHICAL DEALINGS 


KELLY SALES INC. 


Chicago, Illinois 
Wabash 2-3797 








Bristol Mfg. Acquires Title 
To ‘Thermoboot’ Trade Name 


BRISTOL, R. I.—The Bristol Man- 
ufacturing Corporation has _ pur- 
chased the trade name “Thermo- 
boot” from the original owner, the 
Techno Efficiency Council, of Brook- 
lyn, according to William H. Smith, 
president of Bristol. 

Bristol Manufacturing Corpora- 
tion, working with representatives of 
the Council, developed the original 
“Thermoboot” for use by the armed 
forces in combatting frostbite and 
cold weather conditions during the 
Korean War. As its name indicates, 
“Thermoboot” is insulated and 
waterproof. 

The name will now be used on all 
such high-grade footwear made by 
Bristol. 

Bristol Manufacturing currently 
is constructing a new building here 
to serve as a raw material ware- 
house. It will also house a quality 
control laboratory. Completion is 
scheduled for late August. 


Colonial Tanning Company, Inc., 
Boston, has appointed Harvey A. 
Ford Company, Brockton, Mass., 
as its advertising agency, officials 
of Colonial announced. 








WILL BUY 
ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 











MERCHANTS' NEEDS 














/Nats AND Uiloas 


FOR VOUR 


NEWSPAPER, ADVERTISING 


—if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 


* 
2. Vincent Edwards Idea Clipping 


Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


@ 
VINCENT EDWARDS & CO. 


World’s largest advertising 
service organization 


342 Madison Ave. 
New York City 
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Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 
OVERJOYED you surely will feel like kiss- 


TOP. PRICES 


“a SURPLUS SHOES 
CANCELLATIONS 


ing him. COMPLETE STORES 


Write or wire for fast ac- 
uality men’s, 


PLEASE DON'T postal and children’s shoes. 
Fins Footwear FOR OVER 43 YEARS 


1235 Washington, St. Louis 3, Mo 


UNCLE Louls Camitta & Son 
91 Reade St., N. Y. C. WOrth 2-5063 




















Any quantity..any time. Weil 
buys for cash...quality shoes, 

stores, cl ts er 
surplus from manufacturer 
or retailer. For quick action 
write, wire or phone immedi- 
ately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 8, Mo. 

CE. 1-4898 CE. 1-8763 
Quality Shoes Since ‘32 
“While in Town See Weil” 








TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 

















VMI! BARIS BUYS for CASH ZZ 


g A ® i & pw a <n a a eee om 


Also complete stores considered 
GANOELLATION TONOES Jobs In Fine Shoes From Fine Sources Since 1931 


19-81 Reade St. ° New York 7, NY. © Tek WOrth 2-5180 
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GAFFIN SHOES 


ine, © BE 3-7290 
146 DUANE ST., 02. V.¢. 
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TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 
EDDY SHOE COMPANY 


ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 65-9927 








WE PAY MORE /._.,,. WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Mox L. Meltzer, Pres. Ivanhoe 1-9830 














M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 














B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED # 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 














WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 
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Classified and Want Ads 











SALESMEN WANTED 


SALESMEN WANTED 


FACTORY MANAGEMENT 








SPLENDID OPENING 


for an experienced shoe sales- 
man with following. Carry lead- 
ing wholesale line. Several ter- 
ritories with established volume 
open in the East. All replies 
maintained in utmost confi- 
dence. Good arrangements will 
be made for man with proven 
records. 


IDEAL SHOE COMPANY 
316 N. 3rd Street, Philadelphia 6, Po. 











SALESMAN WANTED: MANUFACTUR- 
ER OF COMPLETE LINE OF CHILD- 
REN’S Popular Priced Shoes seeking repre- 
sentation in UpState New York, New England, 
and several other active territories. Complete 
in stock and makeups. Long established active 
firm. Only men with experience and following 
considered. Reply to Box 569, Boor ann SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 





SIDELINE SALESMAN WTD. 


OPPORTUNITY ! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write: 


NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 











EXPERIENCED 
SALESMAN 


To cover Pennsylvania and part 
of New York State with com- 
plete line of Acme Boots. In- 
terested only in a salesman 
who has covered this territory. 
Replies will be kept strictly 
confidential. Please write com- 
plete details attention: 


Mr. Al Fastow, 
ACME BOOT COMPANY, INC. 
Clarksville, Tenn. 

















MANUFACTURER’S REPRESENTATIVE 
WANTED: Experienced man (or men) to 
handle full line of outdoor footwear in Missouri, 
Iowa and Minnesota. Fine, quality line com- 
parable to Red Wing and Chippewa. Very little 
established business in territory offered. Out- 
standing opportunity for the right man. Ad- 
dress replies, with resume, to Bone-Dry Shoe 
Manufacturing Co., Neosho, Missouri. 





EXPERIENCED TRAVELING SHOE 
SALESMAN, excellent opportunity for ag- 
gressive man with following in Montana and 
Dakotas. Complete Men’s and Boys’ Line of 
Boots, Shoes and Oxfords. Commission and 
guarantee. List experience and give trade ref- 
erences when replying: Box 565, Boor aNpD 
Sor Recorper, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 





FOREMOST AND WELL ESTABLISHED 
MANUFACTURER of Arch Supports and 
Orthopedic Corrections has opening in the Mid- 
western States for an experienced sales rep- 
resentative. Give references and qualifications. 
Our staff has been informed of this ad. Reply 
to Box 568, Boot anp SHoz Recorper, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 





SALESMEN WANTED: LINE OF CHIL- 
DREN’S PRE-WELTS AND CEMENTS; 
sizes to 3, Misses Territories: Ohio, Indiana, 
Michigan, Iowa and Pennsylvania. If interested 
in any other territory write. Will consider. Re- 
ply to Box 364, Boor anp SHoe ReEcorpERr, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 





HEVERLE and HAY 
121 North Broad Street 
Philadelphia, Pa. 
Specialists in Leather Saving, cutting 
control, and all shoe management 

problems. 














FOR SALE 





MEN’S RETAIL SHOE STORE, HIGH- 
WAY TYPE, Newark, N. J. Volume $130,000; 
12% yearly increase; Low rent; 42 x_ 60; 
Large inventory. Key $30,000, all cash. Prin- 
cipal only. Reply to Box 573, Boot AND SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 





FAMILY SHOE STORE FOR SALE; 35 
years in a good growing factory town. Wants 
to retire after 51 years. WRITE: I. Arnesen 
Shoe Store, Cloquet, Minnesota. 





FOR SALE: APPROXIMATELY 30,000 
pairs of WOMEN’S PUMP SHOE LASTS, 
18/8 to 23/8, Needle Point, Modified, and 
Round Toes. Reply to Box 572, Boot AnD 
SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





SHOE STORE—FOR SALE: Heirs wish 
to sell store established in 1924. Handles qual- 
ity lines. Located in progressive New Hamp- 
shire community. Reply to Box 571, Boor 
AND SHOE Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





FAMILY SHOE STORE, VOLUME 
AROUND $40,000. Located South Jersey. 
Reasonable. Reply to Box 570, Boot AND 
Snoz Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





CORPORATION FOR SALE. Has $8,000. 
recent tax loss carry-over. Engaged in manu- 
facture of shoe accessory. Reply to Box 566, 
Boor aNp SHOE RecorpeR, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 


Minimum (18 words). .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 


$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 
Classified Advertising 


Is payable in advance 








Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


ORDER BLANK 
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Please check if box No. is Wanted [] 


Enclosed is Check O 
Money Order 0 
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SUPPLIERS 
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BETTER SHOEMAKING 


United combines careful workmanship 
with the finest quality materials to give 
you the best in shoemaking supplies. 
Look over the product listing below .. . 
check your catalog (U/C Shoemaking 
Supplies or call your United representa- 
tive for full information on specific needs. 


ABRASIVES 
NAUMKEAG Covers 


ADHESIVES 
BE BE BOND - BE BE ROD « BE BE TEX 
HUB + SUPERGRIP « THERMOGRIP 


CUTTING BLOCKS & PADS 
Composition 


BRUSHES 
Hand « Machine 


CUTTERS & IRONS 


DEVICES 
WG Adhesive Applicator - @€ Heat Blower 
GA Pasting Pans & Devices 
Wt Radiant Heat Activator 


FIBRE FASTENING MATERIAL 
HOOKS, LACING 


INSOLE MATERIALS 
PLIRIB + GEM Duck « Rib Reinforcing Tape 


KNIVES, MACHINE 


LIQUIDS, FINISHING 
DURALENE + HYDROLENE 
Conditioners « Fillers « Spray Finishes 
Bottom Finishes « Edge Stains 


MACHINE AWLS & DRIVERS 


ROLLS AND WHEELS 
Finishing « Roughing « Scouring 


SHANKS 
Combination « Steel -» Wood 


TOOLS, HAND 
Lasting Pincers * Hammers « Tack Pullers 
Mallets « Lasting Jacks « Clicking Hatchets 
Block Surfacers « Cutting Nippers, Nail & Tack 


WAXES 
Finishing « Stitching 


P777e2 8 §=©, United. 


UNITED SHOE MACHINERY CORPORATION 
Boston, Massachusetts 





YOUR U/C CATALOG... YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 


Boot and Shoe Recorder 





Style 2264 


MONTICELLO 7“ & 
Last ; f , J 


--- BLEND and BELONG 


In step with the newest and finest suiting 
fabrics, Nunn-Bush Deeptones are a dark, 
luxurious brown. Not only do their rich 
leathers harmonize and belong but their 
superior fit, because of Ankle-Fashioning, 
makes them belong to your foot move- 
ments too! Enjoy these matchless Nunn- 
Bush styles with Continental overtones 
... built to the highest quality standards 


of the shoe industry. 


from >] Q. 95 


See your local Nunn-Bush Dealer 


NUNN-BUSH SHOE COMPANY e« MILWAUKEE 1, WISCONSIN 


Style 2220 


MONTICELLO 
Last 


First in Quality? 


Style 2218 
WINTON Last 


Style 2619 ~ Style 829 


CHALET Last MONTICELLO 
Last 


























